Building 
Miaterials 
MAERCHANDISER 


American 


f | 
etait Lumberman 


Microfilms 


St, 


ann Arbor Mich 


313 N 3.st 


nm 
f4 
5) 
> 
i 
4 
—- 





DESIGN FOR FREE-TIME 
HOUSE NOW BEING 
PROMOTED AND SOLD BY 
BUILDING MATERIALS DEALERS 


Dealer Opportunity: CABIN PACKAGES 





CRAFTWALL 


In the masculine mood! A dramatic den in genuine wood Craftwall paneling. 


Its beauty is guaranteed for the life of the home. This rich, inviting room will help sell 
Craftwall to builders and do-it-yourselfers when they see it in the pages of Better Homes and Gardens. 
Craftwall is the natural wood paneling that defies imitation. Its exclusive finish resists scuffs and stains, 
cleans with a damp cloth. Never needs waxing. Convincer? Craftwall’s beauty is guaranteed, in writing, 
for the life of the installation. Send coupon for details and colorful brochure of paneling ideas. 








Oak shown above. Choose from 9 different woods. 7’ to 12’ lengths. 

You can offer Fire Retardant Craftwall, too. 
Weyerhaeuser Company « Roddis Division 
Dept. BMM-41061, Marshfield, Wisconsin 
Please send complete Craftwall 
information for dealers to: 


Weyerhaeuser Company NAME 
Roddis Division « Marshfield, Wis. FIRM 


ADDRESS 
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Colorful Butler buildings double in brass... 


dressed to make friends...designed to make money 


“Build with Butler” has a double meaning with 
unique advantages to you. Outside, the beauty of 
your Butler building offers you immediate customer 
appeal—commuunity acceptance. Only Butler offers 
you a choice of two of the most handsome curtain 
wall systems in the industry. And, Butler offers you 
attractive and protective Butler-Tone™ colors, fac- 
tory-applied on both sides of the panel. Butler-Tone 
adds many maintenance-free years of life and 
beauty to pre-engineered buildings. 

Inside, your Butler building offers you unob- 
structed interiors that give you complete floor plan- 


RATING 60 y 
oa 4 


ning freedom for maximum efficiency. You can 
maneuver, store and service even the largest equip- 
ment and materials ... stack your inventory from 
floor to ceiling. And, spacious display areas provide 
exceptional customer convenience. 

Before you build, be sure to add up all of Butler’s 
advantages. You'll get a bonus of beauty and effi- 
ciency, plus exceptional speed and economy of con- 
struction in the bargain. For full details, call your 
Butler Builder. Ask about financing, too. You'll find 
him listed in the “Yellow Pages” under “Buildings” 
or “Steel Buildings.” Or write direct. 


BUTLER MANUFACTURING COMPANY 


4 - 
> cs 
RICATING ME | 


7539 EAST 13TH STREET, KANSAS CITY 26, MISSOURI 


Manufacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 
* Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. 
Detroit, Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington,D.C. * Burlington, Ontario, Canada 


Sales offices in Los Angeles and Richmond, Calif. 
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FOR CONTEMPORARY OR TRADITIONAL HOMES... 
° . . ® 
Sell the versatile Styletite slider—-by CURTIS 


Consider this Styletite sliding window, de- 
signed to blend with both contemporary and 
traditional architectural styles. Beautiful, 
slim, trim lines...easy to install...trouble- 
free performance...extremely weather-tight 
...removable, of course. 

Curtis engineered this new horizontal 
slider to meet builders’ needs for a low-priced 
sliding window that is still tops in quality. 
Superior Curtis materials and construction 
make this Styletite sliding window practically 
call-back-proof. 


CURTIS 


Circle No. 3 on Handy Cover Card 


The Styletite slider is part of a complete 
line of Curtis wood windows that you can 
offer your builder customers. It includes four 
new double-hungs as well as casement, fixed 
sash, awning, hopper and basement styles— 
all designed to fit modular component panel 
construction. 

Insulating glass installed in sash. Store in 
position on sash year round. Offers noise, 
heat and cold insulation. Aluminum framed. 
Fiberglas or aluminum screens. 

Look to Curtis for the finest in wood windows 


For complete details, contact your 
Curtis distributor or write to: 


oureTis 
- o° 


Ask your Curtis represent- 
ative how you may qual- 
ify for this famous I-Q 
award, part of Curtis’ |-Q 
merchandising program. 


COMPANIES INCORPORATED /CLINTON, IOWA 


Individuality and Quality in windows, 


doors, cabinets and fixtures. 


Curtis and Styletite are trade-marks of Curtis Companies Incorporated 
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BIG OPPORTUNITY: VACATION HOMES: 


Texas Dealer Builds Retirement Villages—page 50 

Model Cabin Gets Delayed Action—page 58 

Lumber Mill Launches Cabin Promotion—page 60 

Cabin Component Program with Lu-Re-Co Panels—page 62 
Leisure-Time Homes with D-l-Y Options—page 64 

Cabin Advertising Doubles Sales for Small Town Dealer—page 66 


Denver Dealer Develops Truss System—page 68 

New Metal Floor Truss—page 72 

Home Designs Favored by Plan Book Buyers—page 74 
C&C vs. Service Under Same Ownership—page 76 
Clinic Boosts Winter Sales—page 84 
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LETTERS TO EDITOR page 82 
MEN IN NEWS page 82 
NEW LITERATURE page 85 


EDITORS’ VIEWPOINT page 7 
NEW DEVELOPMENTS page 9 
HEADLINES AT PRESSTIME page 18 
NEW PRODUCTS page 22 


COMING EVENTS 


April 13-15—Arizona Ret. Lbr. & Bldrs. Supply Assn., 
Stardust Hotel, Yuma (No exhibits) 

April 16-17-18—Lbr. Mchts’. Assn. of Northern Calif., 
Ahwahnee Hotel, Yosemite National Park 

Age 26-28—Miss. Ret. Dirs’. Assn., Buena Vista Hotel, 

iloxi 

April 30-May 3—Florida Lbr. & Millwork Assn., Caril- 
lon Hotel, Miami Beach 

May 1-3—National Bldg. Matl. Distributors Assn., Bilt- 
more Hotel, New York 


~~ a Matl. Mchts. of Georgia, Inc., Jekyll 
slan 

Oct. 15-21—1961 National Forest Products Week 

Nov. 4-7—NRLDA, McCormick Place, Chicago 


COMING IN YOUR APRIL 24th BMM 


e First report on Central City of St. Louis—one of the 
most successful new building materials and hardware 
supermarkets in the country. 

° zen pages of Package Kitchen Trends—field re- 
ports from successful building materials retailers. 


Building Materials Merchandiser is 
Publishing Corp., 59 E. Monroe St., 
eastern and western edition. Subscriptions: one year, U. 


“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 
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AGER HINGE 
: CAPITALIST 


(M7 PoOSTOR 
(1S KNOWN FAGr 


EVERY THING 
HINGES ON 


YARUSHCHEY 








LICHTY —OF ‘’GRIN AND BEAR IT” 


“Comrade Agent send valuable 
U.S. Industrial Secret ...in America, 


EVERYTHING HINGES ON IT!” 





C. Hager & Sons Hinge Mfg. Co. © St. Louis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 








Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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THE EDITORS’ VIEWPOINT 


Get in the Swim Early 


OME PEOPLE SAY that it is going to be tough to tap the new 
home market in the years ahead, despite any upturn in the general 
economy. One reason is that there are so many firms competing for 
the new home business. Another is that we’ve depleted the basic shelter 
requirement for so many families and from now on every house will 
require plenty of “hard sell.” 


There is probably much truth to this view. But, on the other hand, 
there are some big markets in homes on the horizon which are just 
beginning to grow. Probably the largest in potential is the vacation or 
second-home field. 


Here is a market which is in the backyard of many small-town deal- 
ers. Some foresighted dealers have already promoted a good business 
in second-home packages. Several examples are reported in this issue. 


One of the best merchandisers in this field is the Barnes & Jones 
Lumber Co., as told on page 50. Only a few dealers can operate on 
the big scale of the Jones brothers. But their success proves the poten- 
tial of combining cabins and second-homes with the retirement feature. 
Here is true creative selling. You don’t have to be big to get this point 
across. 

You can be sure that there will be specialized builders and developers 
enter the vacation and retirement markets. You can create business with 
these developers. Or you can enter the field as a developer as well as 
a packaged cabin merchandiser. 


In either case, it is time to get in the swim to obtain control. Along 
with low-cost and urban renewal housing and home modernization, 
here is a field which is bound to grow. 


The High Cost of Low-Cost Housing 


AYBE IT IS NOT in good taste to criticize a government pro- 
gram which might speed up sales of housing. We all know that 
housing can use a shot in the arm these days. 


But we cannot help wondering about those 40-year mortgages pro- 
posed by President Kennedy. Under such a plan, a buyer of a 
= 500 no-down-payment home would pay $19,937 for interest (at 

5% %). The total cost would be $33,437 over the 40-year period. 


Certainly the creative minds of the administration could come up 
with a better bargain for low-income home buyers than saddling them 
with interest payments which would be 112 times more than the original 
value of the house! 


—THE EDITORS 
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WITH THE WAINSCOT RIGHT ON IT, : 
1S THE HOT ITEM IN HARDBOARD! i 
Everybody’s buying Garage Liner— - 
builders, remodelers, do-it-your- . 
selfers. There’s no easier way to get ° 
a handsome finished job. The wain- - 
scot’s already on it. No painting is : 
needed; Garage Liner is factory-fin- ‘- 
ished. The price is low for heavy-duty . 
storage board: about 20¢ a square ° 
foot retail. Why not stock the fast- - 
seller: G-P’s new Garage Liner. 4" |; 
thick, 4x 8’ V-grooved panels per- (c 
forated down to wainscot height. | : 


soe wee eee meee we wee eit we oe! 


: | 


GEORGIA-PACIFIC | 


Plywood « Lumber * Redwood « Hardboard « Pulp » Paper « €hemicals 
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Georgia-Pacific, Equitable Bidg., Port- 
land 4, Ore. Please send sample of your 
new Garage Liner and information ‘on 
the complete line of G-P hardboards. 








name 





address 





city county 
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GOOD NEWS FOR DEALERS: Proposal of President Kennedy's housing bill draft 
which would increase FHA loan insurance up to $10,000 for 
home improvement. Repayment would be up to 25 years, with 
interest ceiling at 6%. If enacted, measure would tie in 
with current trend by retailers to sell whole-house 
modernization. 














Also of keen interest to dealers and wholesalers is draft 
bill's suggestion for FHA insurance on houses built experi- 
mentally with new materials and methods. 








Balance of the Kennedy proposed legislation contains nothing 
basically new. The emphasis is on low-cost housing, urban 
renewal and direct funds for non-profit sponsors of elderly 
housing projects, as previously detailed on these pages. 


Comment on the proposed 40-year mortgages is on page 7 this 
issue. 





CASH-AND=-CARRY RETAILING BREAKING NEW GROUND, although some small cash 
yards fail to survive because of poor management. 


Example of c&c comes from Clinton, Iowa, where Eclipse Lumber 

Co . yard opened a cash department last month and enjoyed 
biggest volume week in years. The company reorganized its 
pricing system into six separate price brackets, which are shown 
to all customers. They point out to the small contractor, who 
cannot buy in volume, that he can elect to save money by cash 
and carry. 





The Eclipse method of selling cash-and-carry and service out 
of the same yard runs counter to experience of most dealers, who 
prefer to set up a Separate yard for cash sales. Meanwhile, 
rural dealers whose sales are thriving (and there's a siz- 
able number of them) wonder what the cé&c fuss is all about. 
They find that service (control of the sale) can beat outside 
ckc competition. 














The regional wholesaler with a 100% dealer sales policy is the 
fellow who is hurt most by big c&c retailers. The cash yards 
draw from a wide area. The loss to an individual dealer may 

not be noticed. But in the aggregate, on a regional basis, a big 
cash retailer can take a big bite from a wholesaler's sales. 





EXPANSION AND NEW MANAGEMENT BLOOD were announced by Temple Lumber Co., 
major retail chain with headquarters in Houston. A new real 
estate development program is the first of a long-range ex- 





Turn page for continuation 
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pansion program, says Latane Temple, general manager. 





The new division, under Shelton Boyce, Jr., will conduct land 
studies and develop subdivisions. Also, it will enter the 
residential construction field. 





Charles Thiebeault, formerly with Edw. Hines Lumber and Gee 
Lumber in Chicago,is the new Temple merchandising manager. 





"In our opinion, the retail lumber field offers greater op- 
portunities today than at any other time in history," Latane 
Temple said. 





THERE ARE 850,000 HOMES NOW HEATED BY ELECTRICITY, with 136,800 of these 
added last year. It's a trend that bears close study by all 
building materials merchandisers because an electrically- 
heated house can mean more sales of insulation, double-glazed 
windows and other changes in material specifications. 











According to a survey conducted by Corning Glass Works, 80% 
of homeowners interviewed said they would want electric heat 
in any new home they build. Of those interviewed, cleanliness 
was the most frequently mentioned reason for their preference. 
Bolstered by surveys such as the one mentioned above, the 
electric heat industry claims some 4 million homes will be 
electrically heated by 1970. 














THERE ARE NOW 58.3 MILLION DWELLING UNITS in the U. S. and 80% of them are 
in sound condition, based on preliminary results of 1960 
Census of Housing. 








Close to 90% of homes occupied by owners (compared to 70% in 
1950) were classified as non-dilapidated and containing all 
plumbing. 


Over the decade, the number of dilapidated dwelling units 
still occupied declined by 40%. 








JOB OPPORTUNITIES EXIST FOR MORE THAN 7,000 RESILIENT FLOOR MECHANICS, 
says Armstrong Cork Co. To step up the supply of trained in- 
stallers, the manufacturer is once again sponsoring free 


DOUBLE GLAZING FOR LOW-COST HOMES? An aluminum horizontal sliding prime 
window, designed to accept insulating panes, has been intro- 
duced by Rogers Industries, Inc., which claims the unit is 
priced within the cost range of project houses. Stationary 
lights are inside glazed and adaptable to 3" and %" insulating 
glass. Channel type glazing on vent sash accepts 4" double 
glass. 





FIRST CONTINUOUS PROCESS FOR MAKING PLYWOOD is in production by Georgia- 
Pacific Corp. "Fiber-Ply" is the name of the panels manu- 
factured under the new process, described on page 80 this issue. 
Also, see report on U. S. Plywood's new panels with thermo- 
plastic armor, bonded to wood by roll-lamination—page 20. 
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CUSTOMER CONDITIONING 
N A BiG WAY 


from Bostitch, your Invisible Salesman! 


In the May 20th issue of The Saturday 
Evening Post, nearly 12 million pri- 
mary readers will be told to see you— 
the building supply dealer. This dra- 
matic full-page ad will be bolstered by 
advertisements in American Builder, 
House & Home, Practical Builder and 
N. A. H. B. Journal—every one says 
“see your building supply dealer.” 


This is the kind of support that makes 
sales for you ... three-way profits that 
keep your cash register ringing: 


1. Profits from sale or rental of tools 
2. Continuing profits from sale of staples 


3. Profits from the sales of the materials 
that your customers install so easily with 
Bostitch. 


Your sales and profits can be bigger 
than ever with Bostitch. This is why 
more building supply dealers are sell- 
ing Bostitch and selling more build- 
ing materials because of Bostitch. See 
how you can tie-in to the selling sup- 
port of Bostitch, your Invisible Sales- 
man. Just turn the page. 


Profits are better and faster with 


BOSTITCH 


STAPLERS AND STAPLES 

















744 Briggs Drive, East Greenwich, Rhode Island 





GET THESE FREE 
SALES AIDS FROM 
YOUR BOSTITCH SALESMAN 


Insulating 
Made Easy 

with these modern 
BOSTITCH 


STAPLING TOOLS 





mses 
Faster Tacking 


BOSTITCH / / 





1. Advertise your store as stapling 
headquarters in your area with free 
Bostitch Plastictype Ad Cuts. Tell 
your customers what you have! 


2. Put Bostitch tools on display. Put 
the famous T5 Tacker on your 
counter with some sample building 
materials for your customers to try. 


TACKine Screen wines 
CORNER Te AND OTHee J 
. ben, TACKING 4Oas 





3. Use the free counter and window 
displays you can get from Bostitch. 
They help sell or rent the tools and 
create building materials sales. 


HERE’S YOUR CHANCE TO INCREASE PROFITS 
AS MUCH AS 50% 
With every 20 boxes of 5019 staples, you get three boxes free 


Here’s a profit opportunity from Bostitch .. . 
you'll get three free boxes of the most popular 
staples you sell—the 5019s in sizes from \%” to 
%,,”—for every 20 you order. These are the staples 
used in the T5 tacker and the H2B stapling 
hammer among others. Here’s your chance to 


Bostitch, 744 Briggs Drive, East Greenwich, Rhode Island 


Please reserve deals consisting of three boxes of 5019 staples 
FREE with every 20 boxes purchased. | will work out the sizes needed 
with your salesman. 


Name 





Street 





City Zone State 








get a big profit boost at the time when your 
customers are starting to stock up for the spring 
building season. Act now. This free merchandise 
offer expires April 29th! 

If your Bostitch representative has not taken 
your order, just send in the coupon below. 


Profits are better and faster with 


BOSTITCH 


STAPLERS AND STAPLES 











NEWEST DeWALT FOR BUILDERS! 


Portable...Powerful 
_ Value-Packed 


Model 1030K 





* MODERN WEDGE-LINE STYLING * EYE-EASE GREEN COLOR * EXCLUSIVE TOTALLY-ENCLOSED 
3 H. P. MOTOR * 10” SAW CUTS 3” DEEP, RIPS 25” WIDE * EXCLUSIVE WELDED HANDLES 
* BUILT-IN MOTOR BRAKE STOPS SAW INSTANTLY %* BIG WORK TABLE * MANY OTHER BENEFITS 


This is the greatest value since DeWalt invented radial 
saws in 1922. This 1030K model gives you 50% more 
power than any other 10” radial saw. It runs on 115 or 
230 volts...is easily moved from job to job. Own this 
VALUE-PACKED DEWALT. With it, 


a a | you will build houses faster, easier, bet- 
( a ter and at lower costs than ever before! 


GREASE-SHIELDED BEARINGS CUT-OFF SCALE ON FENCE 
roll quietly and smoothly makes ‘‘repeat”’ cuts fast, easy 


DeWALT, Inc., Dept. BM-461, Lancaster, Pa. 
\ Black & Decker svesiviry 


Please send me free 20-page De WALT CATALOG 
Name 


Address___ 


SAFETY KEY SWITCH DROP-LEAF SAFETY TABLE 
protects you and your workers for panel work (extra) 
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Q. What’s the 


newest name 
in gypsum 
products? 








A. The 


oldest name 
in building 
materials! 





This month, there’s a brand-new name in gypsum—Johns-Manville Gypsum Products. 
We believe this gives us the most complete line of dealer building materials in America. So 
now, more than ever, you’re ahead when you deal with J-M. You do business with one man 
representing one company with one product quality —the best. Get all the facts from your 
J-M man this week. Or write Johns-Manville, Dept. BM 461, Box 14, New York 16, N. Y. 





JOHNS-MANVILLE g7¥j 
GYPSUM PRODUCTS 


PRODUCT 
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AMERICAN-MADE 






BRINGS IMPORTANT New 


Indoors .. . outdoors . . . bedroom or work- 
shop. Exciting accent to an entry way, or 
background for a family room. For all aspects 
of home-building there is no more versatile 
material than American-Made Hardboard. 
That’s why it’s of number one importance to 
building material dealers everywhere. 
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WITH EXCITING BENEFITS FOR SELLER AND BUYER ALIKE 


Plus Values of Quality, Service and Support 


Assured by These Leading Producers 


Abitibi Corporation, Detroit, Mich. Georgia-Pacific Corporation, Portland, Ore. 

Bowater Board Company, Catawba, S. C. Masonite Corporation, Chicago, III. 

Edward Hines Lumber Company, Chicago, III. Nu-Ply Corporation, Bimidji, Minn. 

Evans Products Company, Corvallis, Ore. Superwood Corporation, Duluth, Minn. 

Forest Fiber Products Company, Forest Grove, Ore. United States Gypsum Company, Chicago, III. 
Weyerhaeuser Company, Tacoma, Wash. 


rReeE 
8-unit Sales Help Kit 


“PI Val For More Profit’ 
TES ues r r rofi AMERICAN MADE 


Tr plus-value 
HARDBOARD 


AMERICAN HARDBOARD ASSOCIATION 


205 West Wacker Chicago, Illinois 
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Building 
Materials 


MERCHANDISER 


Headlines at Presstime 


CU 


me 


FLEX-PONENT stressed-skin wall panels c 
stock parts for accommodating standard window and door frames. 


a 


ome in 4’ x 8’ size, with other 





LL 


iy 


INTERIOR PARTITIONS are narrower than exterior 
walls, and uninsulated. Facing sheets on the pan- 


els are wood fiberboard, tempered or untempered. 


New Wall Panel System by Johns-Manville 


Major building materials producer joins prefabricated wall 
component trend. Company will market new prefabed units 
through established distributors and dealers where accept- 


able. 


New YorK. 


] oHNsManviLtes new “Flex- 
Ponent” system of stressed-skin 
wall components will be marketed 
about May 1 in the St. Louis region. 
If the idea catches on there, dealers 
across the country may soon be able 
to sell the company’s wall paneliza- 
tion system, according to Dr. C. F. 
Rassweiler, vice president in charge of 
research and development. The Flex- 
Ponents will be distributed through 
Johns-Manville’s regular dealers, build- 
ers and contractors. 


The system consists of load-bearing * 


exterior insulated wall panels, pic- 
tured on this page, with door and 
window headers and corner posts and 
interior load- and non-load bearing 
panels with door headers. Standard 


18 


size millwork, baseboard and moldings 
fit into the system. 

New materials. Skin for the panels 
is a new J-M medium density, high 
tensile strength wood fiberboard. Pan- 
els will be available with surfaces 
tempered on one or two sides, or un- 
tempered, according to Rassweiler. Ex- 
terior skin is %2” and interior thick- 
ness is 14”, 

Skins of the panels are bonded to 
separators with a new phenol-resor- 
cinol glue. In erecting Flex-Ponents, 
flanged ends of one panel slip over and 
are stapled or nailed to the partially 
exposed separator in the adjoining 
panel. Joints between panels are gun 
caulked with an epoxy resin glue. This 
is followed by the same spackling used 
in drywall construction, troweled 


smooth, and is ready for painting or 
wallpaper. Exterior joints may be 
sealed with battens, or the panels can 
be shingled, sided, or use a masonry 
facing. 

Fits any design. Rassweiler said 


(continued on page 20) 


SPACKLING is troweled over panel joints, 
which are nailed or stapled first, then 
sealed with gun-applied epoxy resin 
glue. Walls are then ready for painting 
or wallpaper. 
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Sell more, make more with Weldwood’s 


GPRING SPRUCE: 


WELDWOOD WOOD PRESERVATIVE contains high potency 5% 


Pentachlorophenol and deeply penetrating oils. Prevents rot, mildew, 


warping; retards shrinking and swelling. 


w QT w ey Lelels 


EXTERIOR ct MISH 


SPAR VARNISH 


WELDWOOD SPAR VARNISH—a high-gloss, clear finish, unexcelled 
for resistance to wear, discoloration, fungus, checking—even in 
severe conditions, 


Spring’s coming—your customers are getting the urge to 
spruce up their houses, boats and outdoor furniture. So stock 
up now—and clean up with Weldwood* 
Wood Finishes. 

Special free Weldwood “Spring Spruce-Up” promotion kit 
will help you make this your best profit year ever for wood 
finishes. Plan your product displays around this window 
banner, bring customers into your store with the “Spring 
Spruce-Up” ad mat. 

But hurry—order your Weldwood finishes today. You won’t 
want to lose out on a single sale! 


Spring Spruce-Up 
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UP WOOD FINISHES 


‘ «< 
Pen, 
ERIOR SIDING ad 


WELDWOOD EXTERIOR STAINS. Easy to use. 
weather, wear. Four popular finishes: 
Driftwood, Cascade Green. 


Resist fading, 
Redwood, Sierra Brown, 


SPRING SPRUCE 


4 Woo 
for Weldwoo a 
jood rel cee 


rorsor Y 


anevece : 


WELDWOOD SPRING SPRUCE-UP promotion kit is now available 
free of charge. For your kit, write to United States Plywood, Dept. 
BMM 4-10-61, 55 West 44th Street, New York 36, N. Y. 


WELDWOOD 


United Stated Plywood, 55 West 44th Street, New York 36, N. Y. 
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New Wall Panel System 


(begins on page 18) 





stock Flex-Ponents can be used for 
any type of home design or architec- 
tural style. The panel units can be 
cut on the job with standard tools. 

Wiring can be inserted through holes 
drilled in the plate or brought down 
from the attic. Skins are stiff enough 
to fasten outlets directly to the face 
sheets. Plumbing must be installed us- 
ing conventional double plumbing 
wall construction methods. Water lines 
can be installed in the panels. 

Exterior Flex-Ponent wall panels 
have vapor barriers and rock wool 
insulation already installed. Interior 
partitions are uninsulated. 

Rassweiler said prices for the panels 
would strike an average for similar 
panelization systems already on the 
market. 

John McCullough, St. Louis project 
director for J-M, said the new system 
will help conventional dealer-builders 
convert to component construction, as 
well as help control materials sales. 
The use of Flex-Ponents requires no 
changes in construction methods up 
to and including the sub-flooring stage, 
he said. Builders can also retain their 
present roofing methods with the Flex- 
Ponent System. 

The panels meet FHA and code 
requirements for column loading, rack- 
ing strength and deflection, and trans- 
verse strength of headers. 

Johns-Manville’s first Flex-Ponent 
plant is in Wentzville, Mo., near St. 
Louis. The panels will be shipped 
from there by truck to points as distant 
as Kansas City and Dallas. 

Flex-Ponents now include only the 
4’ x 8’ wall panels and parts for 
door and window openings. Dr. Rass- 
weiler said demand will determine 
whether J-M will build other sizes, 
and ceiling and roof panels. 


Building Material Distributors 
To Meet May 1-3 

New YorK— A record attend- 
ance is anticipated at the NBMDA 
spring convention to be held May 1-3 
at the Biltmore Hotel. 

One day will be devoted to busi- 
ness clinics and product discussions, 
and on Manufacturers Day, May 2, 
600 distributors and manufacturer ex- 
ecutives will meet, followed by a 
group reception and banquet. 


Deaths 

* E. W. “Pat” Smith, vice president 
of Owens-Corning Fiberglas, in Cin- 
cinnati. 

* Earl H. Houston, retired general 
sales manager of Long-Bell Division of 
International Paper Co. in Longview, 
Wash. 

* Henry C. Diefenbach, retired man- 
ager of the sideline department of the 
Peter Kuntz Co., and creator and edi- 
tor of “The P-K Sideliner,” in Dayton. 


20 


NEW WALNUT PLYWOOD PANEL pro- 
duced by roll-laminating clear thermo- 
plastic permanently to natural wood is 
inspected by R.P. Fulwiler, general man- 
ager, U.S. Plywood's Algoma, Wis. plant. 


ESSENTIAL INGREDIENTS for USP’s new 
Permagard line are selected hardwood 
veneers and tough thermoplastic poly- 
ester film supplied by Goodyear Tire & 
Rubber Co. 


U.S. Plywood Develops Paneling, Doors 
Coated with Invisible Non-Wear Plastic 


New Yorx—wU._ S._ Plywood 
Corp. has unveiled a new decorative 
hardwood plywood wall paneling and 
door line covered with clear, thermo- 
plastic armor that the company says 
will make maintenance obsolete. 

Weldwood Permagard paneling and 
doors with invisible prefinishing will 
be marketed in stock and custom sizes 
in “practically any hardwood veneer 
known.” In addition, toned and filled 
panels and doors will be offered in 
both satin and gloss surfaces. They can 
be used in family rooms, kitchens, 
“possibly bathrooms” and high-traffic 
public areas where decor is impor- 
tant. 

“For the first time a clear, perma- 
nent plastic film has been successfully 
bonded to wood by the roll-laminating 
process,” Gene C. Brewer, USP presi- 
dent, said. “This protects natural 
woods with an invisible, comparatively 
inexpensive and virtually indestructible 
surface.” 

It took three years research and de- 
velopment to bring the new product to 
market. Goodyear Tire & Rubber Co. 
developed the thermoplastic and is 
USP’s supplier. USP also helped de- 
sign new machinery at its Algoma, 
Wis. plant to manufacture Permagard. 

“This breakthrough in chemistry 


and wood technology is only the be- 
ginning in a new era when economical 
application of plastic films to wood 
eventually may surpass the use of 
paint and other liquids in factory pre- 
finishing,” Brewer said. 

Cost of the premium paneling to the 
user will vary with choice of wood. 
However, a company spokesman said 
“a good average figure” is 20% more 
than USP’s topgrade Weldwood line. 
It was noted that the price of Perma- 
gard will be “considerably less” than 
high-pressure plastic laminates. “In- 
place cost” will be much less than that 
of architectural grade wood paneling 
that must be finished on the job, the 
spokesman said. 

Initial sales estimates for the Perma- 
gard line indicate $4 million annually 
as “likely,” Brewer said. In addition 
to uses for vertical areas, the company 
foresees widespread use of its new 
plastic-protected paneling in the furni- 
ture field. 

“Its stain and wear resistance, plus 
the fact that Permagard never needs 
waxing, suggests its use for coffee and 
end tables, desks, library and confer- 
ence tables,” Brewer noted. 

He also pointed out that water and 
common household detergent removes 
most staining agents. 





Linden Lumber Named Brand Name 
Retailer-of-the Year 


New York—Linden (N. J.) Lum- 
ber Co. captured the title of “Brand 
Name Retailer-of-the-Year” in the 
Building Materials Dealers category. 
Selection of the winners from thou- 
sands of entries climaxed the 13th an- 


nual competition for these coveted 
awards. 

In addition, the following firms won 
Certificates of Distinction: Latham 
Brothers Lumber Co., Mineola, N. Y.; 
L. H. Landgraf Lumber Co., Cape 
Girardeau, Mo.; A A A Lumber Co., 
Waco, Tex.; and Field-Birge Co., 
North Platte, Neb. 
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‘“‘Practically 100% of our advertising money goes into the Yellow 

Pages!’’ says R. Compton, Gen. Mgr., Compton Lumber Co., Seattle, 

Wash. ‘‘The Yellow Pages is our most economical way of reaching pur- 

chasing agents we want to sell—brings us many good accounts. One 

sale we got through the Yellow Pages recently came to $1500. And iP lTueed: Walboar- Reena 
when a competitor in our neighborhood moved away, the Yellow Pages RAG 
got us about a dozen key accounts looking for a lumberyard in the ee) 
same area.” 


Display ad (shown reduced) runs un- 
der LUMBER—RETAIL. Call the Yellow 
Pages man at your Bell Telephone 
Display this emblem. It builds your business! Business Office to plan your program. 
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Building 
Materials 


MERCHANDISER 


New Product Parade 


Adds Six Ceiling Tile Patterns 


Wood Conversion Co. announces two 
tile patterns in its acoustical series and 
four in its decorator series. Both types 
of tiles are marketed under the brand 
name of Nu-Wood. 

Model shown in photograph above is 
holding new Gossamer and Fissured 
acoustical patterns. Bulletin board shown 
above is formed of new decorator pat- 
terns: Golden Weave, Tempra, Parthena 
and Golden Thread. Board is offered in 
kit form. Wood Conversion Co., Dept. 
BMM, Ist National Bk. Bldg., St. Paul. 

Circle No. 201 on Handy Cover Card 


Realwood Veneers Introduced 


New Realwood Veneers are finely 
grained, genuine hardwood veneers in 
sheet form, prefinished with tough, in- 
visible vinyl coating. They are flexible 
and as easily applied as wallpaper. Just 
cut and glue. 

Realwood Veneers are offered in 3 
x 6’ or 4’ x 8’ sheets in eight wood 
species: walnut, avodire, teak, camphor- 
wood, zebrawood, silky oak, philippine 
mahogany and African walnut. Write 
Great Eastern Lumber Co., Dept. BMM, 
2315 Broadway, New York 24. 

Circle No. 202 on Handy Cover Card 


Develops All-New Multi-closure 


A modular aluminum closure has 
standard-size, interchangeable screens, 
glass or aluminum panels and is engi- 
neered for lineal fabrication. 

Called Multi-closure, it may be con- 
structed as a freestanding unit or con- 
nected to an existing structure. Uses 
include: carport, solarium, boathouse, 
swim pool enclosure; screened-in patio. 
Hollow extrusions serve as_ electrical 
raceways. For full details, write Kelco 
Div., Wells Aluminum Corp., Dept. 
BMM, North Liberty, Ind. 

Circle No. 203 on Handy Cover Card 


Shadowcast Siding 


Red Cedar Siding 

A new red cedar plywood 
siding panel may be painted, 
stained or left to weather 
naturally. It’s available in 
either a rough-textured or an 
abraded surface in 4’ x 8’, 
9’ or 10’ panels. Meets 
FHA standards for direct 
application to studs without 
corner bracing or building 
paper. U. S. Plywood, Dept. 
BMM, 55 W. 44th St., New 
York 36. 
Circle No. 204 on Handy Cover Card 
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Has New Awning Line 


A new line of aluminum 
awnings announced by Hunt- 
er Douglas Div. includes 
various models for windows, 
patios and doors. The H-D 
awnings are a low-invest- 
ment, low-cost line, maker 
announces. They are ideal 
items for sale to do-it-your- 
selfers. Hunter-Douglas Div., 
Bridgeport Brass Co., Dept. 
BMM, 30 Grand St., Bridge- 
port, Conn. 

Circle No. 205 on Handy Cover Card 


Expands Closure Line 


Magnafold vinyl doors in 
sizes up to 10’ high x 50’ 
wide with either center or 
side closures are available at 
standard prices. Doors are 
offered in 11 decorator col- 
ors, have spring steel frame, 
magnetic handle. Cornice- 
shaped aluminum track per- 
mits easy installation. For 
color samples, write Amer- 
ican Door, Dept. BMM, 318 
E. Colfax, South Bend, Ind. 
Circle No. 206 on Handy Cover Card 


New Shadowcast hard- 
board siding meets FHA 
specifications for lapped sid- 
ing exterior wall finish. It 
has imprinted application 
guide lines on both long 
edges, permitting fast, accu- 
rate alignment for 1042” or 
11” exposure. Nominal 
thickness of 7/16” creates 
deep shadow lines. The Celo- 
tex Corp., Dept. BMM, 120 
S. LaSalle St., Chicago 3. 
Circle No. 207 on Handy Cover Card 
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Jalousie Insert 


New Frost-Ban Jalousie 
insert has flush interior 
face, eliminating the need 
for blinds or drapes. Avail- 
able in three widths and 
five heights. The units are 
easily installed in the most 
common sizes of wooden 
door rims. Each insert has 
permanent screen and re- 
movable interior storm win- 
dow. Rogers Industries, 
Dept. BMM, 14575 Meyers 
Rd., Detroit. 

Circle No. 208 on Handy Cover Card 
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Two New Trusses 


Pruden announces’ two 
additions to its complete 
line of building trusses. 
Called the P.4 and P.1.5, 
the two trusses are designed 
for use in block wall or 
steel column buildings. 
Both are particularly suited 
for buildings where a flat 
ceiling is wanted with no 
obstructions along _ side 
walls. Pruden Products 
Co., Dept. BMM, Evans- 


- ville, Wis. 


Circle No. 209 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 


Plates to Match Wall 


Four of eight popular 
styles available in new 
Shurwood Electrical Outlet 
Covers are pictured above. 
Each style is available in a 
choice of nine wood species 
to match homemaker’s wood 
paneled walls. Single series 
plates retail at 49¢ each; 
double series, 59¢; triple 
and quadruple plates, 79¢ 
each. Elliott Bay Lbr., Dept. 
BMM, 600 W.. Spokane, 
Seattle. 

Circle No. 210 on Handy Cover Card 


Railing for Interiors 
Superior’s new satin an- 
odized aluminum railing is 
specifically designed for in- 
teriors, modern or tradi- 
tional. Rails are 36” high 
and adjustable to steps. 
Easy to install. Just cut top 
rail to length and quick 
lock accessories. Low-invest- 
ment lineal plan is available 
to dealers. Superior Alu- 
minum Products, Dept. 
BMM, P. O. Box 1442, 
Youngstown, Ohio. 
Circle No. 211 on Handy Cover Card 
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Three New Wood Fence Styles 


System Reduces Noise in Homes 


A new Sound Control Blanket is com- 
posed of a 96” x 114” thick batt of Fiber- 
glas sound insulation faced with an im- 
pervious septum. The blankets prevent 
substantial amounts of irritating noise 
from passing to adjacent rooms when 
installed within interior stud walls dur- 
ing construction. 

Performance is better than a 6” con- 
crete wall in reducing sound transmis- 
sion, according to maker. Owens-Corning 
Fiberglas Corp., Dept. BMM, Toledo 1, 
Ohio. 

Circle No. 212 on Handy Cover Card 


Has New Window & Door Series 


The Commander pictured above is the 
first in a new Tek-Bilt series of alumi- 
num combination window and door 
products. It carries a 20-year warranty, 
yet is priced in line with economy Win- 
Chek windows, maker says. 

The Commander is created with 
Wedge-Lok construction, fingertip tilt 
action and wool-pile insulation. It has 
mitred frames secured with stainless 
steel screws and a drop-in spline for 
simple reglazing. For catalog, write Win- 
Chek, Dept. BMM, Moonachie, N. J. 

Circle No. 213 on Handy Cover Card 
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Habitant’s new Park Avenue series 
includes three wood fence styles. Each 
fence style is factory-fabricated of Mich- 
igan white cedar and may be stained or 
painted. Stockade style No. 700 pic- 
tured above and Picket style No. 720 
are assembled in 8’ sections. New Pal- 
ing No. 7800, woven in mats, has 
framework in 8’ sections. Matching 
gates are available for all three styles. 

For prices and specifications, write 
Habitant Fence, Dept. BMM, 900 Har- 
rison, Bay City, Mich. 

Circle No. 214 on Handy Cover Card 





NEW PRODUCT PARADE 


(begins on page 22) 


Aluminum Building Corners 


Nichols’ new line of aluminum build- 
ing corners is primed to assure an ex- 
cellent paint bond. 

The corners are packed in red, white 
and blue boxes; each containing 100 
corners. The eye-catching display is de- 
signed to win quick-service sales of the 
corners. Master carton contains five 
unit boxes or 500 corners available in a 
wide range of sizes for all popular 
thicknesses and widths of siding. Nichols 
Wire & Aluminum, Dept. BMM, 1725 
Rockingham Rd., Davenport, Iowa 

Circle No. 215 on Handy Cover Card 
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TR-1 Clip Is Cost-Cutting 


TR-1 Clip shown above is designed 
for use with Trussteel studs and Rock- 
lath plaster base in a new direct-at- 
tachment resilient partition system. An- 
other new clip called the Resilient Star- 
ter-Finisher Clip, also is part of the 
assembly. Pencil rods and their attach- 
ment clips are not needed, says maker. 

The new partition system provides a 
sound transmission loss of 46 decibels 
and fire-resistance rating of one hour. 
U. S. Gypsum Co., Dept. BMM, 300 W. 
Adams, Chicago 6. 

Circle No. 216 on Handy Cover Card 


For more facts, 
use handy back 


as cover coupon. 


Adjustable Revolving Shelves 


New Adjusto Rotary Shelves for cor- 
ner kitchen cabinets are available in two 
or three shelf units and in four diam- 
eter eines: - 16", -20", :24°.. and Ze”. 
Shelves easily adjust to any height. 

The shelves are a coppertone finish 
and each set is furnished complete with 
adjustable standards, Adjusto rollers and 
hold down clips for easy installation. 
Instructions and templates are packed 
with each set. Knape & Vogt Mfg. Co., 
Dept. BMM, 658 Richmond, N. W. 
Grand Rapids 4, Mich. 

Circle No. 217 on Handy Cover Card 


Steel Cellar Door 
A steel cellar door for 


use with concrete, brick or 


stone side walls is an- 
nounced. Three sizes are 
available. They retail for 
$54, $59 and $63, respec- 
tively. Five parts comprise a 
replacement door package, 
which fits into trunk of 
most cars. Door is easily in- 
stalled by one person. Gor- 
don Mfg., Dept. BMM, 
Farmington, Conn. 

Circle No. 218 on Handy Cover Card 
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Basement Window 


A new steel basement 
window is designed for top, 
full or bottom ventilation. 
It has easy-to-reach locking 
handle and is available in 
putty or puttyless type for 
wall openings 324%” x 144%”, 
1844” and 22%”. The win- 
dow is equipped to receive 
Vestal aluminum ss screens, 
which may be added later. 
Vestal Mfg. Co., Dept. 
BMM, Sweetwater, Tenn. 
Circle No. 219 on Handy Cover Card 





Plywood Floor Panel 
Solidply, a new plywood 
panel, is tongue-and-grooved 
on all four edges, assuring 
an unbroken floor surface. 


It's available in 4’ x 
size and can be furnished 
in thicknesses up to 242” and 
in 4’ lengths for staggered 
alignment. Solidply is fully 
sanded on the face. Write 
Interstate Container Corp., 
Dept. BMM, Box 790, Red 
Bluff, Calif. 

Circle No. 220 on Handy Cover Card 


High-Style Linoleum 
Starbursts in each rectan- 
gle of a new _ linoleum 
shown in photograph above 
are composed of colorful 
metallic glitter suspended in 
clear plastic. The stars are 
actually part of the wear- 
ing surface and are em- 
bossed to provide a three- 
dimensional effect to the 
new linoleum. For full de- 
tails, write Armstrong Cork, 
Dept. BMM, Lancaster, Pa. 
Circle No. 221 on Handy Cover Card 
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An Entire Room Sale 





















































PANEL SELECTOR 
SELLS 4’ x 8’ HARDBOARD IN VOLUME! 


You know that when a customer . . . either builder or consumer . . . can 
see the product and its price, it creates more sales. The new Evanite 
Hardboard Panel Selector is the “silent salesman” that will do the 
trick. Customers can visualize their rooms in the various textures avail- 
able, and you sell a room or house from this eye-catching display. 


INCREASES IMPULSE BUYING without extra sales costs. Full color 
photographs illustrate attractive applications. 

ADVERTISED TO ARCHITECTS AND BUILDERS in national trade jour- 
nals to build traffic to your store. And a complete merchandising program 
is supplied to sell at point of sale! 


See Your Distributor or write for Panel Selector data... 


Sc 


EVANS’PR 


HARDBOARD DIVISION 
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LARGE SAMPLES seli on sight. Gen- 
erous samples, 20” x 24”, show actual 
texture, surface and thickness. 


CHOICE OF TEXTURES gives the cus- 
tomer a wide selection... 5 samples 
from a choice of 9 are available. 


PANELS ARE PRICED so that the cus- 
tomer can do his own estimating without 
salesmen’s help. 


COLORFUL LITERATURE illustrating 
interior and exterior ideas are dispensed 
from the same display area. 


CORVALLIS, OREGON 
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WITH CHEVY, YOU CAN AFFORD TO BE “CHOOSY” 


YOU GET THE WIDEST 
CHOICE OF CHOICE EQUIPMENT 
IN CHEVROLET MEDIUM- 





DU Y RUCKS @ Cost-choppers for every chore—a long lineup of rough- 


and-ready Chevrolet middleweights, each one built to squeeze bonus earnings from your roughest 
runs. Just check this model choice for size: Economical Conventional Cab trucks with the strength and 
stamina to make short work of mean medium-duty hauls; space-saving Low Cab Forward Chevies for bigger 
bodies and payloads and easy short-wheelbase maneuverability; short new Chevrolet Tilt Cab trucks with 
a combination of ride, roadability and cargo capacity that’s unsurpassed in the tilt cab field. Only 


Chevrolet gives you so wide a selection of middleweight might and muscle. 


PICK YOUR JOB-TAILORED CAB TYPE—If your kind of haul- 
ing calls for a conventional cab truck, chances are you'll 
find one of Chevy’s 58 models exactly suited to your 
needs. With GVW’s ranging from 14,000 to 19,500 lbs. plus 
the toughest truck components, these Chevies know how 
to hold costs to a minimum. 

Or, if your work requires maximum payloads and 
maneuverability, check Chevy’s lineup of 18 Low Cab 
Forward models. Only 9314 inches long from bumper to 
back of cab (90 inches on tractor models), these LCF’s 
are plenty short to haul 40-foot trailers without exceeding 
50-foot length limits. And LCF short-wheelbase design 
means easy handling. 

And for the last word in big payload efficiency, look 
into Chevy’s 8 medium-duty Tilt Cab trucks. They give 
you bonus payload capacity stemming from a 72-inch 
bumper-to-back-of-cab dimension . . . unsurpassed ma- 
neuverability . . . ideal weight distribution for handling 
king-sized payloads . . . and total engine accessibility for 
quick, easy maintenance. 

Whatever cab type you choose, you'll get all the com- 
fort you can use. Plenty of head, hip, leg and shoulder 
room .. .. foam cushioned seat, non-glare instrument 
panel and big, full-view windshield. 


CHOOSE TOUGH-TRUCK 6 OR V8 POWER— Durable power 


that never stops saving in four Chevrolet medium-duty 


truck engines. For top-dollar economy, there’s the famous 
235.5-cu.-in. Thriftmaster 6, standard in Series 40 and 50 
models; or you may prefer the lively Trademaster V8, 
optional at extra cost. Or, if you’re looking for maximum 
torque and power you can choose either the 261 cu. in. 
Jobmaster 6, standard on Series 60 models, or the 
maximum-duty Taskmaster V8 (optional, extra cost in 
Series 60). You’ll find these to be the workingest, saving- 
est heavy-duty V8’s and 6’s that ever pulled a payload 
—true truck engines with premium features galore, includ- 
ing exhaust valve rotators, hard-faced exhaust valves, 
forged steel crankshaft, standard oil bath air cleaner and 
oil filter and many more. 


SMOOTH INDEPENDENT FRONT SUSPENSION IN EVERY 
MODEL—Sure protection for your truck, load, driver and 
profits! Tough, friction-free Torsion Springs cushion the 
ride; rugged control arms guide each front wheel pre- 
cisely for stable, responsive handling; wear-resistant 
shock absorbers absorb road shock and provide better 
wheel control. You get a smoother, safer ride that 
lengthens truck life—and reduces maintenance, cargo 
damage and driver fatigue. It’s more evidence that 
you'll find the choicest equipment (in the widest choice) 
when you see your dealer about a ’61 Chevrolet medium- 
duty truck. . . . Chevrolet Division of General Motors, 
Detroit 2, Michigan. 


1961 CHEVROLET STURDI-BILT TRUCKS zgaerag” 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Versabord Selling Center 


A handy wall or counter unit pro- 
motes the advantages of Weyerhaeuser 
Versabord. Envelope stuffers detailing 
the many applications for Versabord are 
packaged with each display. 

The stuffers describe and _ illustrate 
the versatility of Versabord for use as 
underlayment in floors and counter-tops 
and as cabinet parts, shelving, closet 
doors and wall paneling. Dealers may 
obtain the display by writing Weyer- 
haeuser Company, Silvatek Div., Dept. 
BMM, Box E, Tacoma 1, Wash. 

Circle No. 222 on Handy Cover Card 


Asphalt Shingle Package 

Barrett Div. is enclosing its asphalt 
strip shingles in a new package designed 
to protect them against damage from 
dust, mud, rain, snow, ice and unusual 
storage conditions. 


The kraft paper packaging will not 
deteriorate and does not require wire 
binding, says maker. Car and lot num- 
ber is imprinted on end of each bundle 
for ease in handling of shingles. To open 
package, slit ends with a roofer’s knife. 
Barrett Div., Allied Chemical, Dept. 
BMM, 40 Rector St., New York 6. 
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Vinyl! Surfacing Rack 


A sturdy self-selector for new, im- 
proved Wondertop Vinyl Covering pro- 
tects the rolls against edge damage while 
providing handy reference sales points 
and prices. The flexible, easy-to-handle 
inlaid vinyl surfacing offers premium 
performance at a price 40% below high- 
priced laminates, maker says. 

The compact dispenser occupies just 
two square yards of floor space. It’s 
available 36” and 42” wide. For further 
details, write Congoleum-Nairn, Dept. 
BMM, 195 Belgrove, Kearny, N. J. 
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Colorful Folder Sells Shutters 


A new four-color folder may be used 
either as a direct mail piece or as counter 
literature. Front cover of folder is de- 
signed in the form of shutters which 
open to reveal a sales message detailing 
the advantages of aluminum Expand-O 
Shutters. 

It stresses how Expand-O Shutters 
will fit any size window opening and 
are easily installed in minutes with a 
screwdriver. For copies of the folder. 
write Lyf-Alum, Inc., Dept. BMM, 930 
Armour Rd., Oconomowoc, Wis. 
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Ceiling Tile Sample Display 

A new USG ceiling tile sample dis- 
play is available free to dealers and is 
preassembled. It is ideal as a counter 
or floor unit, requiring only a square 
foot of space. 

Samples of tiles exhibited include 
12” x 12” and 12” x 24” Twin-Tile sizes 
and Kleentone, USG’s acoustical tile 
with a vinyl-plastic surface. Customers 
may remove the tiles for close inspection 
or study how-to pamphlets in the litera- 
ture racks. U. S. Gypsum Co., Dept. 
BMM, 300 W. Adams, Chicago 6. 

Circle No. 224 on Handy Cover Card 


Promotes New Vina-Lux Series 


A new display especially designed for 
dealers promotes the Vina-Lux Premiere 
Series of vinyl asbestos floor tile. A 
field of 9” x 9” tiles of one color and six 
3” x 3” tiles of the other six colors in the 
line are mounted on unit. 

The display measures 25” high x 40” 
wide. It has grommets for easy wall 
hanging or it may be used in a store 
window or on a counter. For full de- 
tails, write Azrock Floor Products Div., 
Uvalde Rock Asphalt Co., Dept. BMM, 
P. O. Box 531, San Antonio 6. 
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SCOTCH BRAND © 


Masking Tape 


| 
m SPECIAL 
OFFER! 


SEE 
BACK 


| 
! 


PUTTY KNIFE OFFER WILL BOOST YOUR 
SALES OF “SCOTCH” BRAND MASKING TAPE! 


This quality, stainless steel scraper-putty knife is being offered to consumers 
for just 25* and the word “Scotch” from a box of “Scotch” Brand Masking 
Tape! Offer is made in the April issues of the Saturday Evening Post. 
You'll sell more, so be ready! Call your “Scotch” Brand tape supplier now. 


bed ane 5 AND ee actenene COMPANY GENS) 


- WHERE RESEARCH IS THE KEY TO TOMORROW 
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NEWS AND IDEAS FROM (Armstrong FOR 


SELLING 
VINYL 
FLOORS 








SALES SOAR AS DEALER DISCOVERS 
POWER OF ‘SUPER-MARKET’ DISPLAYS 


Towson, Md.—“No wonder we didn’t sell many floors in 
the old days,” says Arthur P. Mudge, purchasing agent for 
Stebbins-Anderson Co., Inc., a thriving lumber company 
in the suburbs of Baltimore. “All we had was a couple of 
boxes of flooring samples under the counter.” 

For years, Stebbins-Anderson never sold a resilient floor 
unless a customer specifically placed an order. Then about 


A. P. Mudge and F. W. Doepker, of Stebbins-Anderson 
Co., study one of the firm’s newspaper ads. They often 


feature Armstrong Floors in their advertising. 


six years ago, seeing good profit potential in floors, they 
began to stock Armstrong Excelon and Asphalt Tile. They 
bought in truckload quantities from their Armstrong whole- 
saler, storing materials in their warehouse and selling from 
samples on display in their showroom. 

When flooring sales began to rise steadily, Mr. Mudge de- 
cided to take a closer look at his flooring market. He found 
that most of his flooring sales were to builders and do-it- 
vourselfers, and that both of these markets were attracted 
by the Armstrong brand name as a guarantee of quality. 


Use super-market techniques 


About three years ago, the company made a basic change 
in their technique of selling floors, to take advantage of 
Mr. Mudge’s findings. They began to display large quan- 
tities of flooring materials in their showroom, super-market 
fashion, to encourage customers to examine the many pat- 
terns available. Merchandising aids and displays provided 
by the Armstrong wholesaler, J. J. Haines & Co., Balti- 
more, were put to effective use. And because of the de- 
mand for luxury materials, which bring greater profits, the 
firm added Armstrong Rubber Tile to their line. The 
change has paid off handsomely. 
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Mr. Mudge gives three reasons why this super-market tech- 
nique has proved to be the most effective way of selling 
floors. First, displaying the Armstrong name and products 
takes advantage of all the TV and magazine advertising 
for Armstrong Floors. Second, from the mass display a 
customer can see a wide variety of flooring colors and de- 
signs and can actually lay out a sample floor pattern if she 
desires. Finally, a customer can carry the purchase away 
from the display or it can be delivered directly, without a 
trip to the company warehouse. As part of the new mer- 
chandising program, Stebbins-Anderson increased their 
local advertising, often featuring Armstrong Floors in their 


ads for building materials. 


Profits grow steadily 

Today, according to F. W. Doepker, general manager of 
Stebbins-Anderson, and J. W. Edelen, president, the com- 
pany’s annual sales volume in resilient floors is “in excess 
of $45,000.” And profits continue to climb as the volume of 
flooring sales increases. 

“We find that Armstrong Floors give one of our greatest 
margins of profit,” savs Mr. Mudge. “Also, we believe that 
resilient flooring provides a tie-in with sales of other build- 


ing materials.’ 


Future bright 


With much new building planned in the area and con- 
stantly increasing remodeling activity, Mr. Mudge expects 
flooring sales to continue to climb. “And the new sheet 
vinyl floors are a rich source of profit that we haven't yet 
begun to tap,” he says. 


Forrest Esenwine, Arthur Mudge, and William Hughes 
go over some basic selling points. They have found that 
customers like to experiment with tile layouts. 
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West Warwick, R. I.— The Coutu 
Lumber Company here, owned by 
Norbert and Clarence Coutu, has 
earned an enviable reputation as a 
heads-up, progressive company. The 
Coutus are known for their unusually 


Norbert Coutu, treasurer of Coutu 
Lumber Co., shows a customer a large 
variety of samples. He finds that this 
technique gives the customer confi- 
dence in her final choice. 


effective promotions. They believe in 
going after a customer instead of 
waiting for him to come to them. 

A good example of their promotional 
abilities is the week-long “Building 
Festival” they held recently in the 
firm’s warehouse. Twelve thousand 
people visited the 40 demonstration 
booths that had been constructed for 
the Festival. One of the most popular 
demonstrations showed home me- 
chanics how to install their own Arm- 
strong Floors. 

In addition to many sales made on the 
spot, a number of leads were devel- 
oped at the Building Festival which 
later produced business for Coutu 
Lumber Co. 


Creative ideas pay off 
One of the most effective selling tech- 
niques used at Coutu Lumber is the 
offer of direct telephone lines for 
builders’ offices and construction sites. 
This telephone service is provided at 
no expense to the builder. Whenever 
he needs building products, he has 
only to pick up the special phone to 
be in direct contact with Coutu Lum- 
ber Co. 

Charge accounts are also used as a 
sales stimulant by the firm. For Coutu 
Lumber, consumer credit is more than 
just a customer convenience. It is a 
means of closing more sales on the 
spot and of trading up customers to 
better types of building products. 

Five years ago, to promote charge 
accounts, the company initiated a 
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Lumber company scores with imaginative 
pr omofions -— floors are its most profitable line 


“Santa Claus Train Ride” in mid- 
December. Any customer who held or 
opened an account was entitled to 
bring his children under 12 years of 
age on a train ride that included re- 
freshments, a band, a visit from Santa, 
and other entertainment. 


Flooring vital to the 


Coutu firm 

“Flooring is now an integral part of 
our business,” says Norbert Coutu, the 
treasurer. “Floors are our highest 
profit items; they are easy and inex- 
pensive to display and handle. 
Through effective advertising, flooring 
manufacturers such as Armstrong are 
making the consuming public more 
conscious of new high-style flooring 
products. I intend to capitalize fully 
on the opportunity this gives me. 

“I encourage floor sales in slack build- 
ing months — January, February, 
March — especially by aiming at the 
remodeling market,” he adds. “In this 
manner, I move a lot of inventory and 
have the time and opportunity to 
trade customers up to higher priced 
goods. We feel that flooring is a nat- 
ural for any progressive lumber yard.” 


Promotions not only 


reason for success 

As a result of their selling efforts, 
sales of resilient floors and _ other 
building supplies have grown steadily 
for Coutu Lumber Company. They 
are well aware of the effectiveness of 
their special promotions. However, 
they know that other factors have con- 
tributed to their success. “The selling 
power of Armstrong and other top 
brand names and being able to offer a 
complete line of building materials 
have given us a strong foundation on 
which to build our sales program,” 
says Norbert Coutu. He also credits 
his wholesale distributor, Ballou, 
Johnson and Nichols Co. of Provi- 
dence, with providing important as- 
sistance to the firm. 


NEW PRODUCT NEWS 


Aurora Vinyl Corlon 


The new Armstrong Aurora Vinyl 
Corlon has particular appeal for resi- 
dential construction and remodeling. 
This high-style sheet floor, with metal- 
lic highlights in pockets of translucent 
vinyl, has the exclusive Hydrocord 
Back for installation above, on, or 


below grade level. Available in five 
fresh colorings, Aurora Corlon offers 
unusual luxury at a reasonable retail 
price (about 55 cents per square foot, 
including installation). 





ay 


Let the experts work 
for you= free! 


Send for this portfolio 
containing complete instructions 
for a direct-mail campaign. 


Here’s practical information you can 
use to develop a profitable direct-mail 
advertising program. Prepared by the 
Armstrong Bureau of Retail Advertis- 
ing, it tells you how to plan a direct- 
mail program, select merchandise to 
be featured, determine your market, 
prepare the mailing pieces, and follow 
up on the initial mailing. And to save 
you time, it contains a series of 23 
sample letters which you can easily 
adapt to your particular needs. 

For a free copy of the “Direct-Mail” 
portfolio, get in touch with your Arm- 
strong salesman or write Armstrong, 


1604 Rieker Avenue, Lancaster, Pa. 





Coutu Lumber Co. has handled re- 
silient flooring successfully for nine 
years. “Flooring is the most profitable 
line we sell,” say the owners. 
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The ladies buy % 
the homes 2 


you build! 


Fashions by I. Magnin 


Wood Siding by Weyerhaeuser 


Whether for her person or her home, 
the discerning lady desires a 

wardrobe that is functional . . . practical 
... fashionable ... handsome... . 

and above all genuine. Just as with 
fine furs, homes “‘clothed”’ in genuine 
wood instinctively appeal to her! 


Weyerhaeuser 
Company 


Lumber and Plywood Division 


Circle No. 16 on Handy Cover Card 

















MR. DEALER: 


This advertisement is being 
published in BUILDER magazines 
to help keep your customers 


SOLD 


on genuine wood siding 
by Weyerhaeuser 


make your homes instantly wanted .. .“clothe” them in the 





natural beauty and warmth of genuine WOOD siding 


Genuine wood siding is always in good taste... 
adapts to any style of architecture and offers 
important consumer preference. Readily applied in 
either smooth or rough finish, Weyerhaeuser 
4-SQUARE® siding is available in all popular sizes. 
See your 4-Square dealer—and while you’re there— 
ask him about the new Weyerhaeuser Prime-Coated 
and Dri-Shield sidings that reduce paint costs. 


FREE COLORFUL “HOME FASHIONS” BOOK 
helps you sell your homes “clothed” in genuine Weyerhaeuser 
4-SQUARE siding. Include in your model homes. Write for it now. 
Handy request form below speeds it on its way. Weyerhaeuser Com- 
pany, Trade Promotion Department, Tacoma 1, Washington. 





THE NEWEST REASON TO MAKE 
YOUR NEXT 2-TONNER A FORD 




















Foro piision, Hird Motor Company, New two-ton toughness! New stronger frame... huskier cab... rugged 
truck suspension that can give up to twice the tire life of other types! 
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Now, the rugged simplicity of a big 262-cubic-inch Six is 
combined with the dependability of heavy-duty, exclusive- 
truck engine design. In a grueling 40,000-mile test of reli- 
ability, Ford’s new Big Six was pitted against its principal 
competitor in the 2-ton field. Result: Ford’s new engine 
required fewer service adjustments. This means less time in 
the shop . . . more time on the job. 


The new Big Six is one of four engine choices in Ford 
two-tonners for ’61—including America’s most popular truck 
V-8’s. See your Ford Dealer. He will be glad to help you 
select the best engine for your job. 


WHY IT'S GOOD BUSINESS TO DO BUSINESS WITH FORD! 


You save from the start with Ford’s traditionally low 
prices! And your savings continue with lower operating 
and maintenance costs. These facts are documented by 
certified test reports from America’s foremost inde- 
pendent automotive research firm. Ask to see these 
reports. They’re on file at your Ford Dealer’s. 


In addition to these actual dollar-and-cents savings, 
the following bonus benefits provide greater protection 
against those annoying problems that are often asso- 
ciated with truck ownership. 


1. Rigid quality controls give you the strongest safeguard 
of truck quality ever. One tangible result of these new 
and uniformly high standards is Ford’s liberal new 
warranty program. Other results: extended durability 
and performance, lower operating costs. 


2. 12,000-mile warranty (or 12 months) on all 1961 
Ford Trucks of any size. Each part, except tires and 
tubes, is now warranted by your dealer against defects 
in material or workmanship for 12 months or 12,000 
miles, whichever comes first. The warranty does not 
apply, of course, to normal maintenance service or to 
the replacement in normal maintenance of parts such 
as filters, spark plugs and ignition points. 

3. Exclusive 100,000-mile warranty (or 24 months) on 
401-, 477- and 534-cu. in. Super Duty V-8 engines. 
Each major engine part (including block, heads, crank- 
shaft, valves, pistons, rings), when engine is used in 
normal service, is warranted by your dealer against 


defects in material or workmanship for 100,000 miles 
or 24 months, whichever comes first. Warranty covers 
full cost of replacement parts . . . full labor costs for 
first year or 50,000 miles, sliding percentage scale 
thereafter. 


4. Special fleet financing, available for owners of two 
or more trucks, provides the opportunity to precisely 
tailor payments to your income patterns or depreciation 
schedules. Let your Ford Dealer explain how this fleet 
truck finance plan offers substantial savings and frees 
your working capital. 

5. 36 district offices staffed with sales engineers and 
service specialists are on call for special truck problems. 
Working with both dealers and customers, these ex- 
perienced truck men represent another extra step Ford 
takes to provide your continued satisfaction. 


6. Replacement parts depots at 26 strategic locations 
across the country quickly supply needed parts from 
ample stocks. Ford’s entire supply system is geared to 
give you faster service and reduce costly downtime . . . 
wherever you are. 
7. 6,800 Ford Dealers, including 273 specialized Heavy 
Duty truck dealers, can keep your trucks ready to go 
wherever they go. From coast to coast, fast Ford 
service—gas and Diesel—is always close at hand. 
From Super Economy pickups to Diesel-powered 
tractors, you can now fill every truck need up to 76,800 
pounds GCW with a modern, money-saving Ford Truck. 


SEE YOUR FORD DEALER’S “CERTIFIED ECONOMY BOOK” FOR PROOF! 
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Financing Controls Builder 


Business for Detroit Dealer 


® Wells Lumber Co. has doubled its volume, increased its gross 
13%, recaptured old customers and made new ones since it started 
a specialized construction loan program for builder customers three 
years ago. 


* Operating in a recession area, business prospects have never 
looked brighter for Wells Lumber Co. than 1961, says president 
Ernest J. Wells. 


® Key to this profitable operation is Builders’ Finance Co., a Wells 
subsidiary, which loaned $312 million to approved builder customers 
last year and made $25,000 profit from this service, plus full mark- 
up on materials. 


DETROIT 

CCT INANCING is the most effec- 

tive tool to create the sale,” says 

Ernest J. Wells, president, Wells Lum- 
ber Co., Detroit. 

His statement is based on expe- 
rience. Wells watched his volume and 
profits shrink until he considered 
other business alternatives. 

Today, the future of his business 
has never looked brighter, although 
most of his builder-customers operate 
in a recession-ridden area and he 
sold not one complete house job in 
January. 

“TI think our business will be good 
this year,” he said. “We anticipate a 
better year in ’61 than last year, and 
last year was very good for us.” 

Wells quotes these figures as proof: 
volume in the $1 million area, about 
double what it was three years ago; 
one-third of his gross sales last year his 
gross profit, compared with 20% 
before establishing his Builders’ Fi- 
nance Co. 

Even more satisfying to him is the 
profit from Builders’ Finance Co., 
the sales tool which lures his custom- 
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ers. Profits from this subsidiary, 
Wells said, totaled $25,000 last year. 

About three years ago, Wells found 
himself rapidly becoming the victim 
of changing market conditions. His 
roofing and siding sales had been 
stolen by applicators; the door busi- 
ness was going to the pre-hung door 
people; the hardware business was be- 
coming increasingly more cut-throat; 
roof sections were going to the fabri- 
cators and quality lumber at a profita- 
ble market price, Wells’ bread-and- 
butter item, was not in great demand. 

He had watched his volume erode 
from the $1 million mark to half 
that. His business future looked dis- 
turbingly gloomy. At this point, Mil- 
ton Strauss, a Detroit financier and 
long-time friend who was not finan- 
cially interested in the company then 
or now, entered the picture. 

Dealer benefits. Together with the 
help of legal advice, Strauss devised 
a financing plan for Wells’ builder- 
customers. In Wells’ own words, the 
plan has performed a “miracle” for his 
business. He lists these benefits to 
Wells Lumber Co.: 


* Restored lumber, hardware, nails, 
flooring, siding, building paper and 
other products in a “package sale” to 
his builder-customers. (He is selling 
more materials as a whole-house pack- 
age than ever before.) 

* It has enabled his firm to secure 
a reasonable markup on all materials 
under the package sale-financing pro- 
gram. 

* Increased his gross profit 13%. 

* Increased the number and qual- 
ity of his builder customers. 

* Established a _ separate profit 
through the Builders’ Finance Co. 

* Past due accounts are complete- 
ly secured. 

* Reduced _ builders’ 
up to 50%. 

Builder benefits. Benefits to his 
builder customers are no less satisfy- 
ing, Wells adds. Among them, are 
these: 

1. By supplying a steady flow of 
construction money as needed, the 
builders’ closeout time has been re- 
duced up to 50%. 

2. Builders get unequaled service: 

(continued on page 38) 


closeout time 
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whole-house deliveries at any hour to 
the job site, sequence-loaded for time- 
saving construction. 

3. Builders have choice of sub- 
contractors because of their prompt 
pay. 

4. Builders can discount all bills. 
Savings effected here, plus interest 
charges to their customers, give them 
Wells’ financing service at little or no 
cust to themselves. 

5. Legal assistance by Builders’ 
Finance Co. tested forms. 

“This has been an educational pro- 
gram for ourselves as well as for the 
builder,” explains Wells. None of 
these advantages accrued to Wells or 
his customers overnight. The nine dif- 
ferent types of forms covering each 
step in each house contract were es- 
pecially written and rewritten for this 
specialized operation by Strauss, 
Wells and his attorney and have been 
amended several times to make them 
as comprehensive and foolproof as 
possible. Some forms were developed 
especially for use between the builder 
and his customer. 

“Our forms tie in the builder, home 
buyer and finance company so every- 
one is acquainted with what every- 
one is doing,” explains Wells. 

Controls deed. One ‘of the most im- 
portant steps is the transfer of deed 
from the builder to a holding com- 
pany. This requirement, Wells points 
out, prevents the builder from taking 
a second mortgage or “encumbering 
the property in any way we wouldn’t 
know about.” 

These highly-prized organizational 
forms were developed over a three- 
year period. 

A summary sheet tells Wells the 
code number of each builder account; 
amount of collateral; amount of end 
mortgage; Builders’ Finance Co. com- 
mitment; amount of loan and costs; 
date of start and payouts to date; 
number of days for full completion. 

“It took me eight months to work 
out the program so Wells could dis- 
count paper.” said Strauss. “I now 
have three sources where paper is 
discounted for Builders’ Finance Co.” 

Average loan $7,800. During last 
year, Builders’ Finance Co. paid out 
$3% million in construction loans to 
builders, says Wells. In January of 
this year, a total of $782,000 was 
out in construction loans. The service 
charge to builders will average 112% 
per month on money advanced for 
labor and materials. 

The average loan for the first 100 
jobs was $7,800; the average close- 
out time was 103 days. Builders have 
erected some 600 homes under the 
Wells’ financing program and about 
200 were being financed at one time 
last year. 

Only 11 homes have been taken 

(continued on page 40) 
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Step-by-Step Operational 


PURCHASER 


PROCEDURE 


Situation: Purchaser wants a home constructed on 

his lot. 

—Procures building plans and specifications. 

—Selects a qualified builder. 

—Selects a mortgage company and applies for a 
mortgage; presents plans, specifications and build- 
er’s cost figures; receives a mortgage commit- 
ment. 

—Signs a building agreement with the builder, which 
authorizes the builder to secure a loan for con- 
struction financing. 

—tTransfers deed of property at an agreed upon value 
to the builder as down payment, plus deposit of 
additional cash, all dependent upon total costs and 
the amount of mortgage commitment. 

—Authorizes the builder to proceed with construc- 
tion of the home. Home construction is com- 
pleted and approved by building inspection au- 
thority. 

—Meets with builder and Builders’ Finance Co. at 
the mortgage office on agreed date for closing 
of the mortgage. Builder presents to the mortgage 
company: 

A. Waivers of lien, and 

B. Sworn statement. 

Builders’ Finance Co. presents to the mortgage 
company: 

A. Quit claim deed, and 

B. Discharge of mortgage. 

—Signs mortgage with mortgage company, which 
then issues checks to Builders’ Finance Co. and to 
the builder. 

Purchaser now has the legal right to occupy new 

home. 





Summary—Dealer's Home Financing Procedure 


BUILDER 


PROCEDURE 


Situation: Builder requires financing for construc- 

tion of new home. 

—Receives request from purchaser for cost figures 
to construct home as per plans and specifications. 

—Develops cost to construct home. 

—Agrees with purchaser on building costs. 

—Signs a building agreement with purchaser which 
authorizes the builder to secure a loan for con- 
struction financing. 

—Receives from purchaser the down payment as 
agreed upon, which may be as follows: 

A. Transfer of property (lot) to the builder with 
title insurance commitment. 

B. Cash. 

C. Transfer of property to the builder plus cash. 

(Note: The down payment by the purchaser is 

equal to the difference between total cost and 

the mortgage commitment.) 

—Requests a construction loan from Builders’ Fi- 
nance Co. 

—Presents to Builders’ Finance Co. the following: 
A. Corporate resolution authorizing builder to en- 

ter into construction loan agreement. 

B. Deed of property (transferred to builder) plus 
any agreed upon cash as the down payment. 

C. Building agreement between purchaser and 
builder, in addition to the plans, specifications 
and detail construction costs. 

D. Copy of purchaser’s mortgage commitment. 

E. Insurance: 

1. Title insurance commitment. 
2. Builder’s risk payable to Builders’ Finance 
Co. as its interest appears. 

F. Signed loan application (to be accepted by 
Builders’ Finance Co.). 

G. Construction money mortgage and a mortgage 
note for service charges. (Mortgage provides 
for future advances.) 

—Deeds property (lot) to Wells Land Co., which 
immediately places a deed transferring the prop- 
erty (lot) to the purchaser to be held in escrow 
until building contract is completed. (Deed is sub- 
ject to the mortgage to Builders’ Finance Co.) 

—Begins construction of home. 

—Presents disbursement order for payment of serv- 
ices, labor and/or material in the construction 
of home. 

—Signs mortgage note for each disbursement order 
issued. Payment is made by Builders’ Finance Co. 
and a waiver of lien is secured. 

—Completes construction of home, obtains building 
inspection authority’s approval. 

—Meets with purchaser, representative of Builders’ 
Finance Co. and mortgage company on an agreed 
date to close the mortgage and receive payments 
accordingly. 

Builder presents to the mortgage company: 

A. Waivers of lien, and 

B. Sworn statement. 

Builders’ Finance Co. presents to the mortgage 
company: 

A. Quit claim deed, and 

B. Discharge of mortgage. 

Builders’ Finance Co. is paid amount owed and bal- 

ance, if any, is paid to the builder or his order. 


BUILDERS’ FINANCE CO. 


PROCEDURE 


Receives application for a construction loan from 
an incorporated builder. 
Receives, in addition, the following from the 
builder: 
A. Plans and specification of home to be con- 
structed. 
B. Detail cost sheet developed by builder. 
C. Copy of building agreement between purchas- 
er and builder. 
D. Copy of mortgage commitment which pur- 
chaser obtained from a mortgage company. 
E. Deed to the lot and title policy transferred 
to builder (free and clear) as a part or whole 
down payment by purchaser. 
F. Application for a construction loan. 
Meets with builder: 
A. Loan agreement is executed. 
B. Builder signs: 
1. First mortgage and a mortgage note for 
service charges. 
Deed to the property (lot) transferring title 
to Wells Land Co. (to prevent builder from 
further encumbering the property). 

—Makes payments, as construction of home pro- 
gresses, upon receipt of disbursement order indi- 
cating work performed, mortgage note and waiv- 
er(s) of lien. 

—Makes inspection on home under construction 
for progress and validity of disbursement. Build- 
er completes home construction, receives building 
inspection authority’s approval. 

Meets, on agreed date, with builder, purchaser 

and mortgage company to close mortgage and 

receive payments accordingly. 

Builders’ Finance Co. presents to the mortgage 
company: 

A. Quit claim deed, and 

B. Discharge of mortgage. 

Builder presents to the mortgage company: 

A. Waivers of lien, and 

B. Sworn statement. 

Builders’ Finance Co. is paid amount owed and 

balance, if any, is paid to the builder or his order. 





Flow 


LOW - COST 


WALL PANELING 


with 


PRE-FINISHED IN S 


Cbs 


SERIES 


SIMULATED BLONDE BIRCH, 
FROSTED BIRCH 
NATURAL BIRCH. 

CHERRY - WALNUT 





| Vie fauished® 
‘All-Wood Paneling 


READY FOR INSTALLATION 


8'X 12’ WALL 


FOR AS —_ $25. 


VENEER & PLYWOOD CO 


40 Circle No. 33 on Handy Cover Card 








Financing Controls 
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over by default and Wells said he 
lost no money on these as the result 
of his first mortgage claim. Wells’ 
commitment to the builder is about 
75% of the total mortgage. Loans 
are made only on pre-sold houses, 
nothing on _ speculation. 

“We treat our customers so they 
will want to do business with us,” he 
explains. “The majority of builders 
we're financing will hand us a signed 
set of papers and let us figure the 
job, realizing that we are competitive 
consistent with quality and service.” 
Builder discounts on package sales 
average 5% across the board. 

How builders qualify. Not every 
builder applicant is accepted for con- 
struction loan money by Builders’ 
Finance Co. His responsibility, per- 
formance and future program are 
carefully analyzed. If otherwise ac- 
ceptable, the builder must comply 
with specified requirements to have 
his loan processed and provide the 
following: 

1. Certified copy of contract be- 
tween builder and purchaser. 

2. Set of plans with specifications 
and cost analysis. 

3. Deed, to convey title of the lot 
to the builder, which will be recorded. 

4. Building permit receipt. 

5. Purchaser’s cash deposit or paid 
bills to cover, with waivers. 

6. Letter of commitment from 
mortgage company to purchaser. 

7. Mortgagee’s title insurance com- 
mitment. 

8. Builders’ latest financial state- 
ment, signed by principals. 

9. Signed deed from builder, which 
is held in escrow and transferred to 
purchaser upon final payment. 

10. Corporate secretary’s Certifi- 
cate of Directors’ Resolution authoriz- 
ing transaction with Builders’ Finance 
Co. 

11. Insurance policies with stand- 
ard mortgage clauses attached, cov- 
ering Builders’ Finance Co. 

Steady payouts. Loan payouts are 
made steadily on materials, usually 
by mail with most of the labor pay- 
roll money being drawn on Friday 
afternoons. Separate, but connecting, 
offices in the same building have been 
established for Wells Lumber Co., 
Builders’ Wholesale Lumber & Supply 
Co. and Builders’ Finance Co. Book- 
keeping is handled by two full-time 
employes and additional help as re- 
quired during the busy season. 

Each of the three outside salesmen 
not only determine the builders’ need 
for materials, but carry job forms to 
check the completion stage of each 
house to determine whether it is pro- 
ceeding on schedule. These forms are 
filed with the legal papers on each 
house following each visit. 

Salesmen have attended the 90-day 
evening extension courses in light con- 


struction offered by the University of 
Michigan. 

“This isn’t the kind of business you 
can take for granted,” declares Wells. 
“You've got a responsibility to the 
home buyer and the builder as well 
as yourself.” 

To illustrate this point, Wells, fly- 
ing his own plane, once spotted a 
family on a Builders’ Loan Co. job 
moving into their new home before 
the completion certificate was signed. 
The home buyer was surprised when 
Wells knocked at the door within an 
hour and warned him that he was in 
violation of his agreement with Build- 
ers’ Finance Co. The _ controversy 
between the home buyer and the 
builder was quickly settled when Wells 
pointed out that he had the power of 
eviction within 10 days if the contract 
terms were not complied with. 

Fifty builders. Wells currently has 
50 builders on his active list and the 
number will be increased this year, 
he feels, although he will continue 
to be selective in choosing his custo- 
mers, who come from a 75-mile ra- 
dius. 

Active in the lumber business since 
1922, Wells has handled as many as 
550 cars of lumber annually from 
his 1% acre site, served by a rail 
spur. Following a fire a few years 
ago, he built a 40’x170’ warehouse 
for dimension lumber, which can be 
stacked 22’ high. In addition, there 
is a 90’x170’ warehouse for finish 
lumber. The entire yard is cement- 
paved and floodlighted for night work. 

Wells is proud that each of his 
yardmen can put together a complete 
house load in sequence for on-site 
use. Lumber loads are double-banded 
for fast handling and prevention of 
pilferage. 

“I haven’t cut the price of lumber 
one dime this winter,” adds Wells. 
“I think it’s an injustice to the in- 
dustry to do so because builders will 
take current lowest prices and use 
them as a guide in figuring their 
spring jobs.” 

Three companies. Wells operates 
three separate companies: Wells Lum- 
ber Co., which sells to retail lumber 
dealers; Builders’ Wholesale Lumber 
& Supply Co., which services residen- 
tial building contractors; Builders’ 
Finance Co., a subsidiary organiza- 
tion furnishing construction loan 
money to these contractors. 

Strauss, a long-time specialist in 
industrial financing, has also helped 
finance lumber companies for many 
years, although Wells is the first lum- 
ber firm for which he has established 
credit lines for construction loans. 

One important prerequisite in the 
Strauss program is that the dealer 
client must have a minimum net 
worth of $100,000. He believes that 
diversification is important in every 
business these days. He further be- 
lieves that a subsidiary finance com- 
pany is one of the best ways for a 
lumber dealer to achieve this goal be- 
cause it offers needed flexibility with 
an added profit. 
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INSTALLATION PROCEDURE of a new ceramic tile with ad- 
hesives was shown to 50 building materials dealer representa- 
tives in Louisville recently. 


Opens Up Ceramic Tile 


Market for Dealers 


LOUISVILLE, Ky. 

ONTRACTORS can now install floor and wall ceramic 

tile themselves, according to S. Tinsley Campbell, 

president, Lumbermen’s Wholesale Service, Inc., here. And 

they can buy the ceramic tile from retail lumber and 
building materials dealers. 

The secret: a tile which is simply applied by adhesives, 
being sold to dealers by the Lumbermen’s Wholesale 
company. 

“Since any good mechanic can install this tile, there is 
no need for a tile specialist,’ Campbell said. The tile 
offers good sales opportunity especially for rural dealers 
where tile specialists usually are called in from larger 
cities. ““There’s no need for that now,” the wholesaler 
said. 

A manufacturing process developed by a Wooster, Ohio, 
company permits the tile to be applied by mastic adhesive 
rather than conventional cement. Each tile has lugs on the 
sides to insure uniform placement. Grooves on the mastic 
side of the tile aid the adhesion process. 

Tools required for installation are those normally car- 
ried in stock by the building materials dealer. They in- 
clude: 1”x2” wood furring strips; sawtooth trowel; tile 
cutter; glass cutter; nippers; 1” to 3” putty knife; 3’ level; 
wood or cardboard shims; sponge; adhesive and grout; ab- 
rasive stone or paper and cleaning rags. 

The maker says that the tile can be attached to any 
clean, dry and solid base. Dealers say that “any good 
mechanic” can install the tile, but it might be a “bit too 
complicated for some home handymen.” 


Cost. Campbell indicated that the average bathroom 
job using the new ceramic tile runs about $120 whole- 
sale. Dealer markup can be substantial, he said. 

Sam Dibble, Jenkins-Essex Co., an Elizabethtown, Ky. 
dealer said: 

“We have made do-it-yourself customers of our con- 
tractors through a training program. Now we’re capturing 
ceramic tile business we never had before. In some cases, 
we sell the ceramic tile when we don’t get the other 
materials business.” 


Savings. One Lousiville contractor reported he now 
saves about $125 per house by installing ceramic tile him- 
self. 

Pleased with the additional profits being realized on the 
tile, Tom Tracy of Zumhingst, Inc., Seymour, Ind., said 
“this new tile is easier to apply than the plastic kind.” 

After holding a series of meetings to acquaint building 
materials merchants and others with what he considers 
the virtues of the new tile, Campbell said “our wholesale 
volume in the material has risen to $2,000 a month.” 
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WHAT'S THE ANSWER 


FOR FAST, PROFITABLE 
SMALL ORDER DELIVERY? 


Here’s what Lumbermen 
say in their own words! 


"We are pleased very much with the 
operation of this vehicle,with the 
ease of loading and unloading, han- 
dling in traffic, and, of course, 
the advertising value that comes 
from something so unusual." 


“*Besides the wonderful advertising, this truck has 
certainly proved itself very satisfactory in service 
for which it was purchased. We could very highly 
recommend this Lumberjack to*anyone in the 
builders supply business.” 


"We again state that we like the 
truck very much and plan on more in 
our fleet at some later date." 


‘“‘You have our permission to use our name or our 
letter for any customer contemplating the purchase 
of a Lumberjack body, as we think it is the answer 
to the lumber. yards’ small deliveries—both as a 
practical unit and as an advertising medium.” 


"Besides being very handy for the 
numerous small local deliveries, it 
has a great advertising value." 


*Company names on request. 


A Lumberjack solves your small 
order delivery problems. Why not 
find out more about it now! Write 
for brochure. — 


DEKALB 


COMMERCIAL BODY 
CORPORATION 








233 WEST GARDEN STREET DEKALB, ILLINOIS 
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MASONITE PROUDLY 


A unique Design - Service - Counsel Plan to make 
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REGISTERED MASONITE DEALER 


you profitable modernization headquarters 


@ ...a step-by-step, complete sales program you have needed to trigger home mod- 
ernization sales and profits on a scale never before possible. 


...1s the vehicle that puts you into the lucrative modernization business right now, 


with a complete “packaged sale’ service never before available. 


...the home improvement plan that enables your customers to “‘visualize before 
they modernize’’—with beautiful color renderings, floor plans, bills of material— 
a complete plan that reduces price competition. 


..a nationwide program long needed to give you the key to a larger share of the 
home modernization business. 


... your sure-fire merchandising program which includes a Design Center display, 
attractive signs, direct mail material, Yellow Pages listing, listing of your name in 
national advertisements, home modernizing films, sales training, plus a host of other 
sales helps that will make you THE modernization center for your community. 


..a practical, down-to-earth business plan that is low in investment yet high in 
profit return. 


Don’t delay—find out how you can cash in on the vast home modernization 
market with Masonite’s unique, new D.S.C. program. 


Phone your Masonite representative or write for complete information NOW. 


Masonite Corporation, Dept. AL-410, Box 777, Chicago 90, IIl. 


As Art Hood Puts It... 

Art Hood, now Chairman of the Building Industry Marketing Institute at 
Purdue University has this to say about Masonite’s D.S.C. program: “At 
last the dealer has a dynamic home improvement program which he can 
put to work for increased sales and profits—regardless of the size of his 
business or the population of his market. This is a splendid, advanced 
marketing innovation for the industry.” 


fr 
MPA Oip MASONIT E shows the way 


®Masonite Corporation—manufacturer of quality panel products for building and industry 
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All New, All Steel, Electrically-Operated 
‘PANELILIEFT 


GARAGE DOORS 


FOR RESIDENTIAL AND INDUSTRIAL INSTALLATIONS 


The LOWEST-PRICED automatic door on the market 





Interior y; 
overhead’ of Panel-Lify Door. Nor 
acks, springs and coum of 
erweights. 


Lifts and Oe LC Ce 


LOM aR Be 


I 
|// Partly open, f pully open. 

@ PANEL-LIFT DOORS bring a new concept in design fo the garage sasele nesting | in compen”? 
door field that eliminates cumbersome, space-wasting overhead tracks, —L oY vise, ff nit. case ely 
springs and/or counterweights. Instead PANEL-LIFT DOORS employ wie x. iri 


interlocking steel panels that glide up and down smoothly and quietly INTERLOCKING 

9 ere 9 , ere PANELS ois NS STEEL 
in heavy-gauge steel “tracks —much like a venetian blind. smoothly up ond any ond 
neovy-gauge steer 


i 


WEATHER. 
Interlocking’ GAT. 


steel Ganels plus multi. 


Installation is simple—only four bolts are needed to secure the door : on . 
Pp Y venetian Blinds rohit? o eae Qvide tracks 


to the jamb. Headroom requirements are kept to a minimum. compactly 210 nest” 
Ove 


ii th 
Because of their simplified, well-engineered design PANEL-LIFT DOORS —— ¥ 
cost about 50% less than comparable electrically-operated doors, 
and installation costs are reduced almost two-thirds ! 


CONVENIENT, SAFE OPERATION. All doors are electrically oper- 

ated. Residential doors have low voltage key-switch to foil intruders. P | | 

Adaptable for radio control. Automatic locking and safety device andcap’ 

locks panels in place at any point; provides for manual operation Pane}, 

of door in event of power failure. ; |) site 
y an 


TROUBLE-FREE OPERATION. The simple, rugged design, heavy- |= Right side 
gauge steel construction, prime-coated panels and amply-powered ie 

electrical operators of PANEL-LIFT DOORS assure a long life of 
trouble-free operation. 

COMPLETE RANGE OF SIZES. Standard residential sizes are made 
of 20-gauge steel; industrial sizes of from 18- to 14-gauge. Sizes to 
80 feet in length are available on special order, 











INS 
secured to the ~ ° 
tion quick and eg 


*Y— inside or outside the 





‘ Z structure, 
Write today for brochure, specifications bulletin 
and complete information. Address Dept. M-410. 


























PANEL'LIFT DOOR CORPORATION 


Wholly-owned subsidiary of Standard Toch Industries, Inc. 


1724 CHESTNUT STREET—PHILADELPHIA 3, PA. 
(A few restricted wholesale distributorships are still available.) 
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FLINTKOTE 
a 


’61 Forecast 


New ’61 colors in Flintkote roofing will top off homes 
in style! We show just a few new colors from Flintkote’s new 
Asphalt Shingle line... all are high fashion, all terrific! Now 
more than ever, Flintkote is your single source for every 
roofing need! For all your building product needs—ask your 
Flintkote Salesman—Flintkote makes America’s broadest line. 








New ’61 patterns!... New ’61 designs will give ceil- 
ings everywhere a new and different flair! New Star- 
FLINTKOTE burst, Mosara, and Astara Ceiling Tile patterns round out 
the dramatic Flintkote Ceiling Tile line for ’61. All are 
jw” style coordinated with Flintkote High Fashion Floor Tile. 
For all your building product needs — ask your Flintkote 
61 Fashion Note Salesman — Flintkote makes America’s broadest line. 





STARBURST DESIGN 














ied 





ASTARA DESIGN 











,~ 
MOSARA DESIGN 





FLINTKOTE 
Yaw 


’61 Fashion Note 


New ’61 styles...new ’61 patterns in Flintkote Tile will 
make floors walk away with fashion! We show just a few 
new Flintkote High Fashion Floor Tile patterns—all can be 
arranged in “Studied Random”. Prediction: two new flexible 
vinyl style lines—Roman Marble and Plaza—will be the smash 
hits of the year! For all your building product needs—ask your 
Flintkote Salesman—Flintkote makes America’s broadest line. 











a 





wae a es r ge ke iy 


i> ae for cS 
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% 
tI Brilliant color styling...broad range will make Flintkote 
the preferred siding on all the best-dressed homes! 
FLINTKOTE We show you Flintkote clapboard siding from the full Flintkote 
line... there’s one for every home that’s built from Key West way 
ae 4 up to Nome! For all your building product needs—ask your 


’61 Forecast Flintkote Salesman — Flintkote makes America’s broadest line. 


See the new ’61 Flintkote Full-Line! There’s never been anything like it before! 


THE FLINTKOTE COMPANY, 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 





i: ; in g 
Quality Tvols ‘ 
Since 1850 : 


Modern Straight Line Design 
Easy, Swish Cutting Action Perfectly Balanced 


Gleaming Handles and Blades | Comfort Form Grips 





Full Price Range A Beautiful Tool 


All new design...designed for modern appearance, designed 
for old fashioned reliability and top notch performance. 
Guaranteed to look better on your counter and to do a better 
job for customers. These shears represent a real value... 
All models have highly polished alloy handles have custom molded black vinyl] 
te machanpe nag grips, cutlery steel blades are precision ground, and these 
blades are heat treated for perfect hardness. Cutting action 
is super-smooth...you can hear the swish as you try them. 


And the Snap-Cut line is a complete line. 9”, 8” and 6” hedge 
shears, custom vinyl or wooden handles...a complete price 
range to fit your trade. Send today for your copy of our new 
1960-1961 Catalog and Dealer Price List. 


Our best hedge shear. 
Modern design, top per- 


SNAP-CUT No. 354-9 ’ 
formance, beautifully fin- ; . 
Sense *— SNAP-CUT No. 114-8 
value. Another new, modern, 
i 


Suggested retail $6.95 
Top selling hedge shear—a real 
eye appeal design. 


Suggested retail $4.95 


SNAP-CUT No. 154-9 
Our best wooden handle hedge 
shear. All new design has real 
consumer appeal. 
Suggested retail $4.98 
Quality Toois 
Since 1850 


SEYMOUR SMITH & SON, INC. 


Oakville, Connecticut 
Sales Representatives oe hope sate 
JOHN H. GRAHAM & CO. INC. Hagens aa 


105 Duane St., N. Y. 8, N. Y. Suggested retail $3.95 
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OPPORTUNITY IN VACATION AND RETIREMENT HOMES 


JONES BROTHERS 
pose before their spe- 
cial home show exhibit 
which includes 56 
color transparencies 
showing lots, cabins 
and other attractions 
found in their retire- 
ment villages. E. A. 
Jones, left and War- 
ren Jones. 


Texas Dealer Builds Retirement 
Villages Into Big Business 
































Barnes & Jones Lumber Co., Austin, offers over 25,000 building sites on 
6,600 acres in 22 lakeside subdivisions. And they believe the second 
home market has hardly been scratched! 


Land, materials and financing are offered in one irresistible package to 
customers in all income brackets. 


Spending almost $100,000 on promotion, this aggressive Texas firm is 
expanding its retirement home program to reach prospects in many states. 


UPPOSE you want a cabin on a 
lake with plenty of good fishing. 
Or maybe you want a whole island. 
And you're a real sportsman—fly your 
own plane. Consequently, you need an 
airstrip not too far from your cottage. 
You're also something of a gourmet 
with a taste for barbecued lamb, al- 
though no chef yourself. You’re also 
an artist who likes to show your pic- 
tures publicly. And, of course, you 
want adequate insurance to cover 
everything. 
This may sound like a pretty tall or- 


der for a lumber dealer to fill, but it’s 
no problem for Barnes & Jones Lum- 
ber Co., Austin, Tex. They can supply 
a lot of your choice in one of their 
nine retirement villages; either the ma- 
terials or a completely finished cabin 
for that lot; a new airstrip, if you pick 
the right location, plus a “kid” and an 
employe who is something of a barbe- 
cue expert. And two insurance com- 
panies will offer you plenty of proper- 
ty coverage. 

As you can see, land development 
and second homes or retirement cot- 


AIR-CONDITIONED HILLSIDE HOME (right) of cedar and 
native stone in company’s Lakewood Estates sold for 
$19,000, including lot. It is located within Austin school 


district, but exempt from city taxes. 


INITIAL DEVELOPMENT of lots at Island Village is shown 
at left. In center of picture is dredging operation for a 
boat channel, bridge and paved road. WATERFRONT 


ACCESS 
dealer's Highland Lakes subdivisions. 


(below) is apportioned to back-lot owners in 





tages go hand-in-hand in the big 
Barnes and Jones operation, which has 
22 subdivisions going. The Austin 
firm operates building materials stores 
in Austin, Buchanan Dam, Elgin, Lib- 
erty Hill, Rockdale, Wallis and Clute, 
Tex. 

They operate subdivisions in all 
these areas and others adjacent, be- 
sides “Wheeler Peak Village,” a sub- 
division in Red River, N. M. 

Example. Take the yard at Buchan- 
an Dam, where B&J’s six retirement 

(continued on page 52) 














Texas Retirement Villages 
(begins on page 50) 





villages are named “Swiss Village,” 
“Silver Creek Village,” “Island Vil- 
lage,” “Tow Village,” “Inks Lake Vil- 
lage” and “Council Creek Village.” 

Sprawled along 2,000 feet of busy 
highway, you will see three portable 
cabins, two large lumber sheds and a 
combination store-office building. This 
office is no ordinary place of business. 
It houses the firm’s real estate office 
and the local Chamber of Commerce 
with quarters by courtesy of B&J. 
Glass partitions afford a look all 
around, including a look-through view 
of the building materials store. Local 
artists find this a good setting to dis- 
play their works of art. 

The Buchanan Dam project is part 
of the 6,600 acres and 25,000 home 
sites in Texas and New Mexico that 
are currently active in the B&J port- 
folio. In addition, the firm is holding 
1,250 acres for later development 
around Lake Buchanan. 

Jack Owen, Barnes & Jones’ vice 
president and general manager, feels 


the trend toward leisure time living is 
bound to grow. This includes leisure 
homes, resort development, water 
sports and lake living. 

“As our citizens have become two- 
radio owners, two-television owners 
and two-car owners, we must accept 
the fact that now the trend is for two 
homes per owner,” he explains. “Many 
citizens can now own and maintain 
a second home in a resort area be- 
cause of the base earnings for jobs in 
America today. 

“Regardless of the income bracket 
of a man, whether it be high or low, 
he is entitled to the fruits of his labor. 
This includes recreation and enjoy- 
ment that can be furnished by a home 
on the lake. The interesting thing to all 
of us‘is that the small-town lumber- 
man is taking the lead in this mush- 
rooming and profitable market.” 

Main development. The main chain 
of retirement villages developed by 
Barnes & Jones is along a 65-mile 
scenic route through the Highland 
Lakes area. In seeking out satisfac- 
tory developmental sites, the Texas 
firm considered these three values: 

1. Locations which fulfilled the 
American dream of “getting away 
from it all.” 


STORE, OFFICE AND MODEL CABIN of Barnes & Jones at the Buchanan Dam site. 
Firm's real estate office and local Chamber of Commerce is separated by a glass 


partiton from the main store. 
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EXHIBIT FOR SPORTSMEN’S SHOWS and similar expositions used by Barnes & Jones. 
The portable display is easily knocked down for carrying in the company's own 


trailer. 
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2. Vacation fun the year-round. 

3. A sound investment in land, 
which required only publicity to make 
it soar in value. 

Buyers, the firm reasoned, would 
not only be retired people, but those 
who wanted permanent vacation 
homes, also students at the state uni- 
versity at Austin and tradespeople of 
the proposed villages. 

Instead of adopting a simple, inex- 
pensive lot-and-cabin program, Barnes 
& Jones decided to offer frills in the 
form of outdoor barbecue pits, the air- 
plane landing strip and a costly cause- 
way linking several of the island vil- 
lages. 

In addition, overlooking Inks Lake 
is B&J’s modern restaurant with stain- 
less steel kitchen; fishing pier, parks, 
camp ground, boat-launching ramps, 
sandy beaches and other facilities for 
the exclusive use of property owners. 

Strict control. Control of the Barnes 
& Jones property has been maintained 
right down to the leasing, rather than 
the sale, of lots destined for commer- 
cial purposes. All paper is carried by 
the firm. Benefits accrue to both the 
company and cottage buyers. 

Two examples: reservation of school 
sites and at least 3,000 feet of water- 
front area in Jonestown on Lake Tra- 
vis to take care of each village so that 
backlot owners will have access to the 
beaches, fishing piers and launching 
sites. 

The villages offer good access 
roads, dredged cove, all-weather 
streets; telephones, water and _ lights 
and a variety of stores. The company 
insists On inspecting all home plans to 
make sure they meet with the subdi- 
vision restrictions. 

Three men, E. A. Jones, Warren 
Jones and J. E. Owen, in the closely- 
knit B&J family group handle and sign 
all legal papers. Each yard and store 
keeps its own books, sending monthly 
breakdowns of all transactions to the 
home office in Austin. 

Everyone in the B&J organization 
is a licensed lot salesman right down 
to the truck-drivers, who recommend 
prospects. All licensed personnel re- 
ceive a percentage on these sales. Real 
estate brokers also handle B&J lots. 

Arranging financing. Talking on 
financing for leisure homes at an 
NRLDA convention, Jack Owen 
pointed out that building restrictions 
generally start at SO0—700 square 
feet. Lots in subdivisions of this type 
usually have a few waterfront and 
numerous back lots with artificial 
lakes in some cases built back from 
the waterfront to give an added ap- 
peal to the subdivision. 

This type subdivision usually has a 
park area or takes certain areas of 
its waterfront and allows all the back 
lot owners to use the waterfront area 
for a park, launching ramp and gen- 
eral recreation facilities. Shell homes to 
be completed by owners are usually 
allowed. 

In this type subdivision, small one 
and two bedroom homes have a turn- 
key price of from $4,500 to $6,000. 
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In general, there will be no investment 
greater than $7,500 for house, lot, 
well water or private water system. 

Owen describes the type of pros- 
pect for this kind of development as 
tollows: 

“A family made up of salaried em- 
ployes that either rent or have an 
older home paid for. They may also 
be older couples, who plan to retire 
shortly or have already retired and 
have a limited remaining life income.” 

Barnes & Jones has found that most 
of these people will be able to pay 
for or have already purchased their 
lot. They are capable of completing 
their own home and furnishing labor 
instead of cash in the shell-type con- 
struction. Older prospects, Owen finds, 
usually have their lot paid for and 
the ability to pay $1,000—$1,500 cash 
over and above the lot. 

“In competing in the money mar- 
ket, what are we up against?’ asks 
Owen. “We know that most of our 


ADVERTISING FLYER for vacation-retirement projects by Barnes 
& Jones Lumber Co. On back of this piece, which folds into 
eight pages, is large map of development. Company also uses 
large-space newspaper advertising and other literature. Main 
theme: Complete packages with land, homes. 


savings and loans can place all of 
their money at the prime rate in the 
cities in which they are located. The 
commercial banks are limiting their 
loans to short-term loans; their trust 
departments want loans larger than 
the amounts we are prepared to offer. 

“Private individuals have govern- 
ment and other investment opportuni- 
ties which offer a better return. The 
only thing we have is a note that 
will give a greater yield to the investor 
and at the same time keep the month- 
ly payments within the range of our 
prospective customer. 

“The 5% discount,” adds Owen, “as 
in the Title 1 case on a 60-month 
payout, should be our first offer on 
the smaller loan. This barely comes 
within the range of our customers, 
but in most cases they can afford this 
higher monthly payment. 

“Our next approach to our S&L 
is at the same discount rate, but fig- 
ured on a 7-10-year basis. Here’s an 


April 10, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


example: 

“We have a customer who needs 
$3,000 for 10 years. When the job is 
completed, the customer signs a 5% 
discount note for $3,000 (the discount 
is $150 per year x 10 years or $1,- 
500) and he gives us a note for $4,- 
500 divided into 120 -equal monthly 
payments of $37.50 each. Now in the 
case where the loans will close for 
$6,000 to $7,000 on the present mar- 
ket, we will have to offer 7, 7.2, 7.5 
or even 8% simple interest to the 
savings and _ loan. 

“In addition to these interest offer- 
ings, we may have to raise our loans 
from 10 to 12 years and offer at 
least 2% discount on closing the loans 
in addition to the regular closing costs. 

Second example. In this second type 
of subdivision, Owen explains, the 
minimum building restrictions will run 
a minimum of 800 to 1,000 square 


(continued on page 54) 
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feet. Investments on houses and lots 
will run from $10,000 to $15,000. 

“The type of customer in this 
group,” he says, “is frequently the small 
business owner who has teen-age chil- 
dren and wants a place for his family 
or business entertainment. He has from 
$3,000 to $5,000 to put into a second 


for his children to come back to with 
their children or a retirement home 
for himself and his wife. He can af- 
ford $100 to $150 monthly payments 
on his second home.” 

Also in this category is the small 
businessman who expects to sell out 
and retire. In most cases he will pay 
from $3,000 to $5,000 cash down 
payment with the idea of using the 
place as a leisure home for a year 
or two, then occupying it permanently. 

His financing on this type of deal, 
adds Owen, should be a 7.2% inter- 
est offering and a 10-12 year payout. 


000 to $12,000, we may be able to 
get by with a 1% discount. In some 
cases, these customers will place their 
loans in their hometown banks and 
their trust departments. (Here, we can- 
not expect their hometown savings 
and loans to invest in these outlying 
resort property areas.) 

“We have one other market with 
private individuals,” continued Owen, 
“who like a $15,000 home with a 
$5,000 down payment and a $10,000 
mortgage returning 7 to 7.2% inter- 
est. We can seil a certain amount of 
this type mortgage to private individ- 


home. His permanent home is either 
completely paid for or he has a large 
equity in it. He usually wants his 2% 

second home for two purposes: a place adds. 





FREE LITERATURE 

Folders ‘‘Avoid Roof 
Leaks” and “How to use 
Deniston ‘Lead-Seal’ Roof- 
ing Nails’ sent free on 


request. R ive 


Screw Shank 


Third type subdivision. Building 
start at $15,000, Owen says. 
GALVANIZED FINISH ONLY 
not unusual to find people with net 
is plugged with lead and the break in the payments are usually available on the 
ing bump. As the “bump” is forced through the price and expect action,” declares 
solidly loc ; ‘ + 
solidly locked together Easy start. In addition to custom- 
holds with a powerful, unyielding grip. lage. These often lead to the sale of 
it-yourself. 
Village, prices start at $2,500 and 
Accepted Standard of Quality for Over 34 Years 
and location help set the tag. The 


“We will also have to include this uals. The overall net worth of your 

dicount in our first offer,” he customers in this group will usually 

restrictions here run from 1,000 square 

(T 4 99 feet up and because of the lot prices 

Laid in a waterfront subdivision of this 

Most of the customers will be the 

same type as the second group, but 

LEAD SEAL—The only nail with lead just } : worth exceeding $600,000 in this cate- 

under the head and down the shank. When F : y gory. Prospects in this group will fre- 

tal is completely covered a perf 

oo etely covered, to form a perfect day the deal is made. 

“These people are used to getting 
the sheet, the sheet springs back over the i Owen. “In return, you can expect to 
bump—this effectively prevents the nail from ¥ be properly rewarded for your time 
DRIVE SCREW SHANK—The on/y nail that is built homes, Barnes & Jones will oc- 
driven on the steel head. Drive screw shank casionally offer portable cabins as in 
nce at alle oer because they are ° a year-round home. Lot buyers are 

: _ B not required to build immediately and 

Lots come in a wide price range. 

In Silver Creek Village on Lake Bu- 
range to around $3,750. 

Prices are determined first by water- 

purchase price includes the lot, cost 
of survey, warranty deed, streets, 


“Should the loan run from $10,- run from $40,000 to $100,000.” 
R ‘ ‘ type, the minimum home price will 
Metal Roofing Nails 
usually with a larger net worth. It is 
the nail is driven, the hole around the nail quently invest $30,000 and up. Down 
TRIPLE LOCK—The only nail that has a lock- the job done, they are used to paying 
working out. The nail, lead and sheet are and interest.” 
makes the nail turn and hold like a screw. It its non-owned subdivision at Tow Vil- 
have the choice of contractors or do- 
chanan, lots begin at $695. In Island 
front location and size, then scenery 
electricity, telephone, use of parks and 


6000 POUNDS OF PRESSURE is used 

to compress the lead cold, both over and 

under the steel head of the nail as wee as 

down the shank. The lead forms 

a perfect seal in the hole made 

by the nail. 
‘pop”’ off from expansion and 

contraction of roofing nor from 

wind vibration. 


FREE FOLDER ON REQUEST 


Big Promotion Budget 


, tad This year Barnes & Jones Lumber 
Heads will not _ Co. is extending their promotion of re- 


tirement villages and second homes by 
means of their exhibit booth at home 
shows and sportsmen’s expositions, also 
extensive TV, radio and newspaper ad- 
vertising in Austin, Houston and mid- 
west metropolitan areas. 

Last year, the firm spent approximate- 
ly $90,000 for promotion, as follows: 

Radio and TV 

Direct mail 

Newspaper 

Home and trade shows 

Photography and 

miscellaneous 


BRIGHT OR GALVANIZED 


Price information available from your jobber or write direct. 
Shipped in 50 Ib. cartons. 


THE DENISTON COMPANY 





49th & South Western Avenue « Chicago 9, Illinois 


sa CANADA: EASTERN STEEL PRODUCTS CO., LTD., PRESTON, ONTARIO 
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all other improvements. 

Each lot sale is followed up by a 
personal letter describing the various 
building services of the lumber firm. 
Office personnel is alerted to watch 
for final payments on lots where own- 
ers have not made arrangements for 
construction with Barnes & Jones. 
These lot buyers receive a second 
personal sales letter. 

Many media. Barnes & Jones reach- 
es second-home prospects through 
newspaper and direct mail advertis- 
ing, radio and TV, also a_ special 
booth exhibit entered at leading home 
improvement and sportsmen’s shows 
in leading Texas cities. 

This booth, which includes 56 color 
transparencies showing lots, homes, 
typical catches of fish and other rec- 
reational attractions, won first prize 
this year at the Junior Chamber of 
Commerce Calvacade of Commerce, 
Austin. It was a feature of the Lum- 
bermen’s Association of Texas con- 
vention this week in Houston. 

Daily and Sunday ads promoting 
B&J’s retirement villages are running 
in the Houston Post, in addition to 
a multi-page supplement promotion 
last month. One house and lot sale 
quickly led to two others in the Lafay- 
ette, Ind. area and an advertising cam- 
paign is planned for Indianapolis. 

Lot buyers have come from half 
a dozen states, one from Paris, France. 

Special two-color direct mail letters 
are sent to selected mailing lists fol- 
lowing the opening of each retirement 
village. One broadside opens to a 17” 
x22” three-color map showing all the 
Barnes & Jones subdivisions in the 
Highland Lakes area in relation to 
paved roads and recreational facili- 
ties. 

Jack Owen believes that the second 
home market, even for his firm with 
its diversified holdings, has possibili- 
ties that have hardly been tapped. 





Western Building Industries 
Council Organized in L.A. 


LOS ANGELES—Organization of 
an industry policy committee rep- 
resenting wholesale building materials 
and construction interests in the West- 
ern Building Industries Exposition is 
underway here. Eight associations are 
naming representatives to the Western 
Building Industries Council, 2216 Hill 
St. Warren Driver, industrial building 
contractor, is provisional chairman. 
An executive committee for the WBIE, 
to be held in Great Western Exhibit 
Center, Oct. 7-10, will be formed. 


Guaranteed to Wash 


A written, money-back guarantee of 
washability on interior latex paint now 
is available to paint consumers. 

The combined guarantee and service 
policy is offered by the Glidden Co. on 
its Spred Satin interior latex paint. The 
policy is filled out in the dealer’s store 
with the name and address of the cus- 
tomer and the amount of Spred Satin 
he purchased. 





COMPLETE HARDWARE SETS 
sO) acy 8 DJ Em BL OLO) 


_.. for industrial, commercial 
and farm installations 


4 Hangers of desired 
type. 

Sufficient Lock Joint 
Track (approximately 
twice width of door 
opening). 
One Center 
Bracket. 

Two End Track Brackets 
plus necessary Center 
and Lock Joint Track 
Brackets for spacing on 
2'0” centers. 

Two Bow Handles. 
Two Flush Pulls. 

Eight No. 435-72 Bump- 
er Shoes. 

Two Floor End Stops. 
One Center Floor 
Guide. 

Two Stay Rollers and 
sufficient No. 102-88 
Guide Roller Strip. 


Stop 





a 





NOTE: Complete Hardware Sets 


are available for both 
and Double 


Single 


(illustrated) Slid- 


ing Doors. 


The growing use of sliding doors proviaes a continuous and excellent markét 
assure yourself a share of this market by offering 
the customer R-W complete hardware sets. Includes everything necessary to 
install a sliding door. Sets are available in a type and size to meet customers 


for increased sales ... 


specific requirements . . 


. ideal for barn doors, industrial doors, garage doors 


and doors on commercial buildings. Customer satisfaction is your greatest 


asset... 


line of ‘‘profit-plus"’ hardware specialties. 


R-W TRACK AND HANGERS 


R-W WEATHERPROOF BARN- 
DOOR TRACK AND HANGERS 
. the favorite of farmers 
everywhere. R-W Self-cleaning 
36 Track is weather and bird 
proof, R-W 423 Hangers fea- 
ture roller bearings and lateral 
and vertical adjustment for 
easy, dependable operation. 


St OPE: 


Write today for com- 


oa 


plete information ... 
request your free copy 


of Catalog No. A-400. 
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R-W "EaR-Way"’ TRACK AND 
HANGERS for effortless opera- 
tion. No brackets needed. Track 
has ears spaced on 12° centers 
that attach to the wall by lag 
screws. Bosses on track permit 
free passage of air to prevent 
rust. Hangers have ball bear- 
ings and vertical and lateral 
adjustments. 


. protect this by offering them the best— sell the R-W QUALITY 


R-W “LOCK-JOINT” TRACK 
AND HANGERS for doors 1°, 
to 2," thick. Track available 
in 4, 6, 8, 10 and 12 ft. lengths 
R-W No. 20-2 Hangers feature 
roller bearing steel wheels and 
lateral and vertical adjustments. 





) Richards-Wilcox 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 
226 W. THIRD ST. e AURORA, ILL. @ Branches in all Principal Cities 


Circle No. 27 on Handy Cover Card 55 








PAVI LION The first unit of the new Memphis Academy 


of Arts rises majestically in the city’s Over- 
ton Park.This impressive structure will be the 


OF BEAUTY... pride of Memphis residents for generations. 


KEYWALL masonry reinforcement is 
protecting the beauty of this Fine Arts Cen- 
ter. It’s adding greater crack resistance and 
increased strength to outside and partition 
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BUILT TO LAST WITH 


ALY WALL 


Galvanized Masonry Joint Reinforcement 


EALERS: 


You get faster turnover and extra profits when 
you tie in with the Keystone line. Keystone 


helps you sell with advertisements like this in a 


leading architectural and building publications. 








walls, as well as the retaining wall at the base. 

Architects have specified KEYWALL be- 
cause they know it does an exceptional job 
in reducing shrinkage cracks and increasing 
lateral strength. And, as on all KEYWALL 
jobs, they can be sure this masonry rein- 
forcement is used as specified. 

Masons find KEYWALL easy to handle 


The winning design in the Million 
Dollar Fine Arts Center architectural 
competition, Memphis, Tennessee. 
When completed, this building will 
have facilities for an art academy, a 
theatre and a concert hall. Mann and 
Allen 
Hoshall, Mechanical Engineers; John 
C. Brough, Structural Engineer; 
Whitsitt Co., 
(CT-Tal=1e-1 im @xelanec-(oncol@amiy(-vanl lal ice 


Harrover, Architects: and 


Construction Inc: 


KEYWALL masonry joint reinforcement 
is made for the following wall thicknesses: 
4”,6",8", 10” and 12”. 


Keystone Steel & Wire Company 


and store. It unrolls in place on the wall, it 
cuts easily, and it’s easy to lap without add- 
ing thickness to mortar joints. Full embed- 
ment and a strong bond are always assured. 

Why not use KEYWALL masonry joint 
reinforcement on your next job? You'll find 
it gives the low-cost, effective reinforcement 
you've been looking for. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
Keywall - Keycorner - Keystrip -» Keymesh® -» Welded Wire Fabric + Nails 


Peoria 7, Illinois 


Please send me complete information on Keywall. 


Name 


Title oes 


Company 
Address 
Gly 


___State_ 
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SHELL COTTAGE was erected in Fridd Lumber, Inc. yard to promote vacation homes 
last year. It got dealer into packaged cabin business. 


VACATION HOME 
OPPORTUNITY 


INTERIOR of cottage shows plywood 
wall panels. 


Model Cabin Gets Delayed Action 


Display of shell package brightens recession in small 
town last year and lays groundwork for more cabin 
sales this year. Dealer gets other businessmen to tie in 


with his cabin promotion. 


ADRIAN, MICH. 

OU CAN NEVER TELL when a 

promotion will pay off, says 

James H. Fridd, Jr., president of 
Fridd Lumber here. 

As a result of a promotion last 
April, Fridd sold nine shell cabin 
packages in 1960 at prices ranging 
from $1,500 to $3,500. Two were 
erected by Fridd Lumber, six went to 
do-it-yourselfers and one to a con- 
tractor. The latter was made into a 
permanent home. 

“Even though the results weren't 
exceptional, we were gratified,” said 
Fridd. “This area was _ particularly 
hard hit by the recession last year and 
there weren’t too many sales of any 
kind.” The promotion at the yard also 
attracted sales of materials for other 
jobs. 

But the real payoff from the cottage 
promotion may come this year. “The 
developer of a lake resort about 40 
miles from here heard of our cottages 
and we are now negotiating a pro- 
gram with him that appears promis- 
ing for 1961 sales,” Fridd said. 

Award. Fridd was one of 10 lumber 
and building materials dealers who won 
$500 in U. S. Plywood Corp. stock 
last year for his unique merchandising 
idea used in a vacation home contest. 

lying in the main part of the pro- 
motion with the local Junior Chamber 
of Commerce’s Homebuilder Show, 
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May 7-9, Fridd built a pony ring in 
the yard adjacent to the display cot- 
tage he had erected and offered kid- 
dies free rides between 2 and 4 the 
afternoons of May 8-9, allowing par- 
ents to visit the shell cottage undis- 
turbed. 

The 20’x32’ display cottage had 
plywood wall panels and showed con- 
struction points and floor plans on an 
inside bulletin board. Dunbar-Borton 
Co., a plumbing contractor, installed 
a bathroom. 

Maple City Electric Co. wired the 
display cottage and Gray Floor Cov- 
ering Co. installed vinyl floor tile. 

Advertising. Fridd Lumber was be- 
decked with colorful banners announc- 
ing the contest and all trucks carried 
a banner on both sides. 

Newspaper ads featured both the 
contest and Fridd’s display cottage in 
the yard. The ads announced that a 
20’x32’ cabin would be erected any- 
where within 50 miles of Adrian for 
a total cost of $2,061.16. Nothing 
down and seven years to pay at $39.87 
a month was the lure. A 20’x24’ cot- 
tage was advertised at $1,506.88. 

“We saturated the area during the 
promotion with radio and newspaper 
ads,” Fridd said. “People came from 
miles around to view our cottage ex- 
hibit.” 

Shell plans. Fridd’s model was built 
from plans by Weyerhaeuser. Follow- 


ing the plans, components can be fabri- 
cated on a simple jig. Retail dealers 
can sell both materials and plans in a 
package. Drawings are available from 
Weyerhaeuser at $1.50 each. 

Weyerhaeuser’s cabin kit sells for 
$3. It includes promotion literature, 
materials list work sheets, an assem- 
bly manual and blueprints for cabins 
either 208” or 12’ wide. They can 
be built by semi-skilled labor in any 
length desired. 

Assembly. Floor sections built atop 
foundations of piers, walls or piers 
and beams, are supported by beams at 
approximately 4’ centers. Roof sec- 
tions rest on beams supported by 
ridge beams and 4”x4” posts. Roof- 
ing is applied in the conventional 
manner. 

Wall sections are nailed directly to 
the floor perimeter. Panels can be 
adapted to accommodate stock win- 
dows and doors. 

“Because we look to a good year in 
sales of shell cottages,” Fridd pointed 
out, “this year we are adding other 
plans to those from Weyerhaeuser. 
We will offer low-cost vacation homes 
in several styles.” ; 


CABINS CAN BE USED as permanent 
homes too. This is the package shell Fridd 
Lumber sold for year-round living. 
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“Whether you build 
conventional... 
...or with 

COMPONENTS... 


... the dependable material 
to use Is 


SOUTHERN PINE~™ 


SAYS DICK MESTAYER, Vice-President 
R. F. Mestayer Lumber Company 
New Orleans, Louisiana 


‘More and more of my architect, builder and contractor cus- 
tomers insist upon SOUTHERN PINE. They know that quality 
Southern Pine offers greater strength, more versatility and 
real economy. The same lumber used for conventional con- 
struction is suitable for trusses, with no special grading re- 
quired.”’ 


The Federal Housing & Home Finance Agency says: ‘‘The 
greatest need to assure the efficient use of wood in res- 
idential framing is the establishment of a full-length, all- 
purpose grade with established working stresses for all 
loads to which wood is subjected .. . bending, tension, com- 
pression, shear, etc. This grade should be independent of 
the size and length of the member and should include 1’’ 
boards for use in trusses and other light framing. This ideal 
grade is most nearly approached today in SOUTHERN PINE." 
Southern Pine, with the identifying SPA Trade-Mark, offers 
these advantages: 
+ Proper seasoning before dressing...essential for uniform 
size and strength. 
Uniform grading throughout the length of each piece, per- 
mitting cantilever, simple beam, continuous or tension- 
loading design. 
Superior gripping power for all nails and other fastening 
devices. 
SOUTHERN PINE ASSOCIATION 
POST OFFICE BOX 117 
NEW ORLEANS 4, LOUISIANA 
Please send the following technical bulletins: 


Stress Grade Guide Trussed Rafter Data 
How to Specify Quality Southern Pine CO SPA Buyers Guide 


SOUTHERN PINE a a ” 


/T’S ORY... pre-shrunk—from the mills of Southern Pine Association. fh 


These high qualities that make Southern Pine the ideal stress- 
rated material forall structural uses, including components, are 
yours when you insist upon grade-marked, SPA Trade -Marked 


I 
| 
| 
| 
1 
! 
! 
1 
! 
! 
! 
| 


Firm Name 


State 1 
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VACATION HOME 
OPPORTUNITY 


“A” FRAME CABIN design, one of 21 in 
the Free-Time Home promotion sponsored 
for dealers by Potlatch Forests 


FREE-TIME HOME PROMOTION BANNER is held by owner Kenneth Santee in front of 
his Woodland Park Lumber Co., Portland. The merchandising campaign represents 
one of the first of mary new programs from lumber manufacturers which will help 
dealers sell big-ticket controlled-sale building packages. 


Lumber Mill Launches Cabin Promotion 


New vacation home plan booklet available. 


the new Free-Time Home selling aids 
which he’s now using in his Wood- 
land Park Lumber Co. store. 

“If you can’t sell ’°em the materials 


PORTLAND, ORE. 

HAT’S QUITE A SMILE that 
Kenneth Santee is exhibiting in 
the picture above. He’s happy about 


MERCHANDISING KIT available to dealers from Potlatch Forests is shown by Miss 
Free-Time Home, pretty Wanda Sturdivent. The free kit includes literature, banners, 
publicity tie-in ideas, contest ideas, sales ideas, ad mats, radio scripts, etc. It has a 
dealer followup system outlined for contacting and selling the blueprint buyers. 


for the first home (or if you did), 
sell °em the lumber, nails, roofing, 
flooring, etc., for a second or rec- 
reational home,” says Santee, who 
started his Woodland Park yard in 
1946, when there were more farms 
than homes in the Gateway district 
where the business is located. 

Capitalizing on the vacation-home 
potential, the Free-Time Home pro- 
gram was developed by Leonard K. 
Floan, vice president; Jack Clifford, 
advertising manager and Charles J. 
Johnson, sales manager of Potlatch 
Forests, Inc., Lewiston, Idaho. 

The sales campaign is a strong bid 
for more use of Potlatch products 
sold by retailers. For example, all 
homes described in a Free-Time home 
plan book specify Lock-Deck, the com- 
pany’s laminated tongue-and-groove 
building material, which is claimed to 
cut installation time in half over con- 
ventional materials. 

The plan books have 21 designs in 
color. Dealers such as Ken Santee sell 
them for 50¢ each, which includes a 
40% retail profit. The books are also 
promoted in consumer ads by the lum- 
ber manufacturer. 

An order form in the booklet al- 
lows a person to order blueprints from 
the Home Building Plan Service in 
Portland, priced from $27.50 to $37.- 
50. The blueprints include complete 
materials lists. 

Whenever a consumer purchases a 
set of blueprints, local dealers will 
be notified. 

A free merchandising kit is part of 
the Potlatch service, as shown at left. 
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“Our BEST 
seller is 


UTILITY GRADE 


west coast lumber’”’ 


says Line Yard Manager Jess Lee, 
McCready Lumber Company, 
Tigard, Oregon 
“‘We make money and save 
our builder customers 


money, too.” 


poe Ww, 


OTE snnitee nmeen 


WEST COAST LUMBER 


The trend is to quality construction at a profit. 
The means to the trend is Utility grade 

West Coast framing lumber and boards. This 
is the grade that means more profit for both 
retail lumber dealer and his builder-customer, 
because this economical grade meets the 
specifications for construction of One 

and Two Living Units.* 


Builders are discovering new appreciation 
for Utility grade in quality homes throughout 
America. You will do your builder customer 
TECH 4 a service by explaining the advantages 
F eves — of West Coast Utility grade for joists, 
about Utility grade rafters, sheathing and studding.* 


ih eewolrgeal Be grade wise and profit wise... by buying 


tables and other F and selling dependable West Coast lumber. 


selling information. : : . ‘ 
“When used in accordance with FHA Minimum Property 


Standards for One and Two Living Units, FHA Bulletin No. 300. 


>T COAST LUMBER 


§ 


West Coast Douglas Fir « West Coast Hemlock »« Western Red Cedar « Sitka Spruce « White Fir 
WEST COAST LUMBERMEN’S ASSOCIATION « 1410S. W. MORRISON ST., PORTLAND 5, ORE. 
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19 Compare line 


you got now to 


Brother who sells 


LOWE BROTHERS PAINTS 
gets plenty big benefits: 


PICTURE PACKAGES 


NATIONAL ADVERTISING 
(POST, LOOK, AMERICAN HOME) 


LOCAL ADVERTISING 
POINT-OF-SALE DISPLAYS 

STORE IDENTIFICATION 
COMPLETE COLORMETER SERVICE 
HEAP MORE! 


write for details... 
THE LOWE BROTHERS COMPANY 


DAYTON 2, OHIO 
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“VACATION HOME 
OPPORTUNITY 


PANELIZED COTTAGE for which components will be sold by 
Buffalo firm to building materials retailers. 


Markets Lu-Re-Co Cabin 


Components for Dealers 


BuFFALO, N. Y.—The Plastergon Wall Board Co. here 
has launched a cabin component program with wall panels 
designed for the Lumber Dealers Research Council system. 
The components will be sold through lumber dealers. 

One and two bedroom models will be available; over- 
all sizes 20’x24’ and 24’x32’. Fabrication at the Buf- 
falo plant will include studding, insulating sheathing and 
doors and windows assembled in 4’, 6’ and 8’ wall sec- 
tions; assembled roof trusses; builtup plumbing wall sec- 
tion for bath and kitchen fixtures. 

The complete package can be assembled at the site, 
and includes wiring, kitchen sink, complete bathroom, wa- 
ter heater and finished interior. The dealer need only sup- 
ply the floor deck and foundation, plus erection and fin- 
ishing crew. The package could also be finished by handy- 
men. 

Prices at retail will run from $3,000 to $4,000. A dealer 
will have option of purchasing the cottage complete or in 
a number of partial package variations whereby he can 
supply his own materials. A model of the Lu-Re-Co cot- 
tage was on display at a recent Buffalo boat and sports 
show. 


PLASTIC-CORE PANELS FOR CABIN—This CHAL-A economy 
cabin has been developed using Dylite foam core panels, 
aimed at the do-it-yourself market. Maker says that only a 
foundation platform is needed; precut panel components are 
provided by the manufacturer or its dealers. Plans are avail- 
able in four sizes: 16’x16’; 16’x20’; 16’x24’ and 16’x28’. 
Koppers Dylite Panel Plant, Box a7, Dept. BMM, Harper Sta., 
Detroit 13, Mich. 
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DRY-WALL 
CONSTRUCTION-— 


pioneered by Homasote — saves the builder 
$297 or more on his interior walls 


Homasote is now acknowledged to 
be the finest Dry-Wall material. The 
weatherproof Big Sheets save the 
builder time and money, eliminate 
many extra costs, lend themselves 
to uses not possible with other 
materials. 

You can sell any builder—regardless 
of the size of his operation—because 
you can show him just how to make 
these savings. 

To build your sales more rapidly — 
to builders and home owners alike — 
pinpoint your sales efforts by con- 
centrating on one Homasote Product 
or Application per month—as all 
Homasote representatives are now 
doing. You will be supported by 
consistent advertising in House & 
Garden, House Beautiful, Living for 


Nant peacelu 


ea 
Save time, 58 
more eco! 
Much get insu 
alls tha 
“Cut labor 
le. quick an 


m directly f° 


sore COMPANY. TF 
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one 
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he easy 
Homosote. 


14 
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ENTON 3.8.4: 


Young Homemakers, Popular 
Mechanics, Maclean’s Magazine, 
Architectural Record, American 
Builder and Building Products. 


And now—we are able to supply you 
with a dynamic, new—but fully tested 
—sales builder. What you see pic- 
tured above is a 3-color NUTSHELL 
CARD measuring 3” x 6”. Each of 
these cards graphically presents the 
major uses for a Homasote Product. 
Each month you mail out the card 
which is being advertised that 
month. When you display these on 
your counter and mail them out with 
your statements, you get amazing, 
traceable results. For the full details 
of this new merchandising plan, con- 
tact your Homasote representative 
or write us direct — Department D-5. 


VACATION 
HOUSE 
#702 

(with GVS 


exterior) 


a 


TO WIDEN YOUR MARKET... get the full facts 
about Vacation and Small Homes, Farm and 
Utility Buildings constructed by the new 
Versitruss-Panel System. Also — ask about 
Homasote’s Vacation and Small Home 
Financing Plan. 


As always —Homasote sells the Building Field 


solely through the Building Materials Dealer 
TRENTON 3, NEW JERSEY 


HOMASOTE company 


Homasote of Canada, Ltd. © 224 Merton Street © Toronto 7, Ontario 
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Component Pap 
LED Cyr 


NOTHING Down/ 
27.78 ie 


F 7 Adi Adie 


MODEL CABIN erected in yard by Weller Lumber Co. is loca- 
ted on a heavily-traveled street leading to the Pike's Peak re- 
gion. This 20’x16’ base unit, with 20’x7’ porch, retails for 


VACATION HOME 
OPPORTUNITY 


$3,500, which includes erection, pier foundation, fireplace, 


Leisure- Time Homes 


With D-I-Y Options 


Colorado dealer furnishes the whole 


BUILDING 


SERVICE 


a 


paint, electric wiring (no fixtures), ceiling and wall insulation, 
ceiling tile, prefinished mahogany walls, plumbing floor tiles, 
kitchen cabinets, laminated plastic countertops. 





BASE UNIT Unfinished—16' x 20’ with 
7’ x 20’ Porch 
BASE—No Foundation 


LEISURE TIME HOME 
(A) 


1,349.00 
150.00 


1,499.00 
(B) 


Component Parts 
Erection & Roofing—Colors 


Total 


BASE UNIT—2 Bedroom Addition Unfin- 
ished 12’ x 20’ With Closets—No Foun- 
dation 


component package or any part of it 


in concentrated promotion program to 
prospects, based on plans from Douglas 


Fir Plywood Assn. 


COLORADO SPRINGS. 


ANAGER KEN HINKLE of 

Weller Lumber Co. believes 
that the time is coming when the 
second-home market will be as real as 
the second family car is today. 

To fully develop the market, Wel- 

ler Lumber uses direct mail exten- 
sively, newspaper ads, three-minute 
radio spots and a model cabin at the 
yard site. 
‘ Pricing of the component package 
is on the basis of either do-it-yourself 
or “we-do-it-for-you.” No money 
down and seven years to pay is the 
attractive financing arrangement. 

Direct mail pieces with cabin per- 
spectives and floor plans advise cus- 
tomers to “get the most out of your 
vacation and leisure time for you and 
your family with a Weller prefabri- 
cated vacation cottage. Picture this 


64 





2,019.00 
235.00 


2,254.00 


Component Parts 
Labor & Roofing—Colors 


Total 








PRICING BREAKDOWN enables customer to see 
exactly what he is paying for and how much. 
Various options permit do-it-yourself customer 
to make substantial savings. 


ideal model on your mountain lot or 
favorite lakeside retreat. Then stop in 
at Weller’s and see their display model. 
Find out how easy it is for you to 
enjoy one.” 

Finding prospects. Among the 
methods used by manager Hinkle to 
develop prospects for second homes 
are these: 

1. Picks names from tax rolls or 
real estate transactions. Open- 
ing letter includes DFPA’s book- 
let with data on six new vaca- 
tion homes. Later these pros- 
pects are contacted personally 
and given pricing breakdown 
to enable them to select the cot- 


tage which best fits their pock- 
etbook. 

. Development associations are 
another source of customer 
leads. A group of vacationists 
sometimes organizes an associa- 
tion for the purpose of plotting 
streets and furnishing utilities. 

. A private developer may be in- 
duced to develop a_ vacation 
area. One inducement is to of- 
fer him an exclusive franchise 
to erect model cabins within 
his development. 

Weller Lumber Co. has two to five 
men fabricating component parts for 
(continued on page 65) 
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The PROS of Dealer Contracting 


(Actual “quotes” from dealers). . 

I get as many as six extra profits by 
contracting that I cannot get from com- 
petitive sales to contractors: 1. profits 
in a much larger materials list; 2. prof- 
its on sub-contract materials; 3. profits 
On money and credit; 4. profits on la- 
bor and supervision; 5. profits on build- 
ing sites and 6. profits on trade-in 
houses. 

The profits on single jobs I contract 
often exceed 20 to 1 the profits I would 
make on a highly competitive sale to a 
— of the materials for the same 
job. 
I won’t have to take off material lists 
from blueprints and then lose five out 
of seven jobs that I figured. 

Where the contractor will not cooper- 
ate, the dealer has no other recourse 
than to enter contracting. 

I am sick of carrying contractors’ 
credits forever, and their heavy uncol- 
lectible balances. 

You can’t separate labor and materi- 
als in the consumer’s mind. Somebody 
must sell the combined package. The 
dealer is the best salesman. 

The control of the consumer sale is 
an infallible way for me to control dis- 
tribution in my trading area. Contract- 
ing is the shortest road to control. 

I have an advantage over competitors 
with only one management overhead 
for labor and materials. 

When contractors won’t bid on home 
improvement jobs, I have been forced to 
contract them to make sales. 

I can show my cooperating contractors 
that they can make more money sub- 
contracting for me than by being prime 
contractor. I have to accept responsi- 
bility for the complete job to the con- 
sumer anyway: I might as well get all 
the profit for doing so. I eliminate ma- 
terial price competition. 


The CONS of Dealer Contracting 


(Actual “quotes” from dealers) 

Contracting is an utterly different 
business than building materials retail- 
ing. I would be in danger in a field 
that I know little about. 

You can’t sell people and then com- 
pete with them. I would lose a lot of 
contractor volume. 

Some contractors will get mad and set 
up as lumber dealers. 

Local contractors and competitive 
dealers would gang up on me. 

We don’t have to contract. By end- 
use package selling we control the sale 
without contracting. 

I will do contracting only when there 
is no other way to control an adequate 
net profit in my business, and then only 
after I have acquired enough knowledge 
of the contracting business to assure my- 
self a satisfactory net profit. 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. His ar- 
ticles appear regu- 
larly in this maga- 
zine. 


To Contract or Not to Contract? 


The question of whether or not the dealer should 
engage in contracting arises from four fundamental 
conditions: 


1. The difficulty in securing a profitable price from 
contractors in highly competitive situations. 


2. Costly delays and serious losses on contractor 
credits. 


3. With increased consumer selling, the dealer 
finds the consumer often holds him responsible for 
the workmanship applied to the materials as well 2s 
the materials themselves. 


4. The difficulty in getting contractors to under- 
take home improvement jobs when new construction 
is brisk. 


As these situations vary from season to season and 
year to year, most dealers are periodically faced with 
this issue. A considerable number of dealers who 
took the leap into contracting (and were glad they 
did so) were asked their reasons for doing so—sce 
at left “The Pros of Dealer Contracting.” 


On the other hand, “The Cons of Dealer Con- 
tracting,” give the reasons stated by dealers who 
have so far rigidly adhered to a policy of no con- 
tracting. 

A third group of dealers have adopted limited con- 
tracting as a policy under which they take contracts 
for various types of home improvements, especially 
buildings, but avoid custom-built new home contrac- 
ting. 

They seem to have overcome many of the “cons” 
listed at left. 

Finally, there is a growing group of dealers who 
have learned how to work with a selected number 
of local contractors in a mutually profitable arrange- 
ment where the dealer does the selling and the con- 
tractor the building of the end-use consumer pack- 
ages, with a split profit at the end of the job. 
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HOME: Bright yellow Trafford tile roof. Promenade tile SCHOOL: Curtain wall panels of dark blue fluted sheets. 
patio. Dark brown strytex panel wall. 


Now asbestos-cement sheets in color... 


attison. 
at Amibler 
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FACTORY OFFICE: China blend corrugated panel. Office 
partitions in bright yellow and bone white flat sheets. 


RESTAURANT: Turquoise ribbed sheet as interior wall. 


Now asbestos-cement sheets give you everything 


in rigorot > 


BEAUTIFUL COLOR!... as well as tering, yellowing and fading 
durability, economy, fire protection tests. They’re permanently bonded 
and freedom from maintenance. Color to the asbestos-cement surface. Will 
in asbestos-cement is the result of a not crack or chip during installation 
acrylic coating, ‘KolorMate,” Possible applications? Almost 


exclusively for K&M! unlimited! 


new 
formulated 
‘*KolorMate’”’ is a smooth, hard, semi- 
gloss finish that lasts far longer than 
ordinary finishes. The 15 decorator 
colors proved immune to peeling, blis- 


Get more information. Write for colo: 
brochure: Keasbey & Mattison Com 
pany, Ambler, Pa. Dept. B-2921. 
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YOU CAN SELL ROOM ADDITIONS with 
BUILDING MATERIALS MERCHANDISER'S ADservice 


@ Ideas for Ads 


@ Complete Layouts 


@ High quality newspaper mat illustrations 


ADservice, produced by Building Materials Merchandiser has 
unique flexibility. If you promote remodeling, illustrations 
are offered on all big ticket packages. And when a multi- 
item ad is planned you have your choice of hundreds of 


product mats. 


There are now 34 mat pages available. Each page sells 
for $3.95, less in quantities, and you get a large heading 
illustration and from six to seven smaller illustrations on 
every page. With each page, we also provide suggested 


layouts and copy. 


Package 2 


Theme and Project 
Ilustrations 
Add-a-room (exterior) 
Add-a-room (interior) 
Add-a-room (sketches) 
Attic room 


Christmas, headline illus. .... 33 


Dormer 
Entrance, before-after 
Family-recreation room. . .23, 


Garages 
Garage converted to room. ... 
Get ready for winter 


Home improvement 
(composite) 


Insulation ...... 
Kitchen 


Modernization Magic 
Money to loan ...... 


Outdoor living 


Paneled room ..... 
Planning help ... 
Plywood . 


Roofing ... 
Screened porch 


Warehouse sale 


Package 1 


Theme and Project 
iN lustrations 


Add-a-room . 
Attic rooms . 


Christmas, general .. 
Christmas, recreation room 
Christmas, tools ene 


Fencing 
Garage selection . 


Hardware .... 
Home workshop, tools 
Home improvement for interiors 


ER 
Kitchen remodeling 


Porch or breezeway 
Recreation rooms 
Spring check-up 


Products ond 
Applications 


Adjustable post 
Blanket insulation 


Caulking gun ci keels 
Cedar closet lining . . 
Ceiling tile, insulating 
Ceiling tile, acoustical 
‘onerete mix . 


E-4 


Products and 
Applications 
Acoustical tile ... 
Awning, window 
Caulking 

Christmas patterns 
Combination doors 
Combination windows 
Counter top 

Doors, interior 

Fan, kitchen 

Fence, picket 

Floor tile 

Hardboard, perforated 
Insulation, blanket .. 
Insulation, pouring 
Kitchen cabinets 


Louvered shutters, interior .. 


Lumber, piece-price 


Paint, exterior .. 
Paint, interior 
Ping pong table .. 
Plywood 


Roof cement. 
Roofing, shingles .... 


Storm sash 


Table legs 
Tools, hand ; 
Train table, plywood .. 


Wall tile 
Weatherstrip .. 
Wrought iron railing . 


Cornice, plywood 
Counter top 
Cutting board ........ 


Doors, 
Ss 


, ornamental .. 
, pickets .... 
b ED cance 
, wood and 
Ploor tile ... 
Flooring, hardwood ..... 


Garages 
Garage doors 
lass block 


Hardboard, perforated 
Hardboard, wall tile....... 
Hardware, 

Hose, gard 


Insulating plank .. 
Insulating siding .... 
Insulation, blankets 
Insulation, pouring 


Jalousie 


Kitchen cabinets .. 
Knotty pine 


Ladders 
Lumber .. 


Medicine cabinets 
Mortar mix 




















. 


Kitchen Cabinets 
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SPRING IS THE TIME to establish your yard as headquarters 
for room additions. You can do it easily in your locai newspa- 
per with ADservice materials. Page 23, above, in the ad pro- 
gram makes it easy for you to tell your sales story. Prospects 
come to you. You sell all materials. One of your contractors 
is brought in, and you control the sale from start to finish. AD- 
service is not a ‘‘canned”’ ad plan. You get suggested layouts 
into which you place your own ideas, your product lines and 
your services, just as you want to present them. 


Paint brushes 
Paint, exterior 
Paint interior Building Materiols Merchandiser 
Paint, masonry ...........- d 

Paint, roller -_ ere 59 E. Monroe St. 

Ping pong table voiwte ae : 

Plywood ....... Chicago 3, III. 

Plywood built-ins ........ 
Plywood handy panels . 
Plywood paneling 
Plywood train base ..... 
Posts, fence ene 


(Circle pages desired) 


Package | 
1. 2, 2 4, 5, 6, %,'8,'9, 10, 0%, 03, 3, 
Roof coating 14, 15, 16, 17, 18, 19, 20, 21, 22 


aS OS, Pea 
Roofing, shingles . : ___.__peges @ $3.95 


ee CEE ETRC TET —______entire package $82.50 


Screen, window . 
Screen, roll .... 
Shelving lumber . 
Shingles, asphalt 
Shingles, wood .. 
Siding, wood 
Stairs, disappearing 
Storm sash 


Package 2 
Ze, 4, 25, %, F, 3, 
29, 30, 31, 32, 33, 34 


aalebaaioe _poges @ $3.95 


Tools, garden —_______entire package $44.90 
Tools, hand 
Tools, power . 
_ | ae 


4 


Catalog Send free cotolog____1  __? 


ee ienictccinligitinnicdnititasteinincmenatiiie 
Wallboard ............. 
ee ee pagichs 


Windows 

Wood mouldings 
Wood paneling .... 
Wood siding 


ee 





MODULAR SECTIONS for floor, roofs and walls of Weller Lumber cabins are fabri- 
cated in the yard with a crew of two to five men. 


, 


these cottages. They are built in 4’ x 8 
wall sections and 4’ x 12’ floor sec- 
tions. Ceiling units are 4’ x 12’ sections. 

“By keeping the unit sizes in multi- 
ples of four feet, you have no waste 
when covering with fir plywood 
sheets,” explains Hinkle. 

“We have computed the prices in 
various ways to please either the do- 
it-yourselver or the customer who 
wants the cottage erected for him. 
We have also broken down the price 
into separate categories. 

“For example, the display model, 
including materials and erection, is 
priced at $3,500. However if the cus- 
tomer wants to put it up himself, 
we deduct $150 from the price. If 
he does his own painting, another 
$135 is lopped off, or if he sets his 
own foundation another $75 _ is 
dropped.” 





Weller Lumber Co. 


Colorado Springs, Colo. 
Dear Property Owner: 

We understand that you have 
purchased a site for a Leisure Time 
Home. We hope the enclosed liter- 
ature will be informative for you 
and that we can be of service to 
you in planning your home. Please 
feel free to call on us for more 
information. 

Yours Truly, 
Weller Lumber Co. 


GET INTO THE 
SWIMMING 
POOL 


WE SUPPLY 
sie the \\ BUSINESS! 
Risk... 

YOU take 

the Profits... 


mode 


POOL EQUIPMENT 
AND CHEMICALS 








Highly seasonal, but highly profitable .. . 
that’s the danger and the lure of the Pool 
Supply Business. Now Modern eliminates the 
risk . .. gives you a one-step resource for 
your complete department .. . guarantees 
the sale of your stock to 90% of your initial 
order . . . supplies the know-how you need 
for a profitable operation. You're in the 
business at the start of the season . . . out 
clean when the season ends ... and you've 
made money all the way. Write on your let- 
ter head for complete details without obli- 
gation. 


FREE! 


The industry" s most complete 
“*bible’’...48 pages of authori- 
tative facts on pool care and 
operation PLUS descriptions, 
photos, prices on every item 
required for pool construc- 
— ‘yeas and mainte- 


MODERN, One Holland Ave., White Plains, N. Y. 
PRINT NAME 


ADDRESS —e 
CH¥.. STATE 46D 
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OPENING WEDGE to prospects is letter 
to property owners who are known to 
have purchased a site for a leisure-time 
home. Enclosures include cabin literature 
from Douglas Fir Plywood Assn. 


3,500 Dealers Tie In With 
DFPA Leisure-Home Campaign 


PORTLAND, ORE. 


WO YEARS AGO the Douglas 

Fir Plywood Association launched 
its Leisure-Home promotion cam- 
paign—one of the first manufacturer 
groups to research and develop a 
dealer-aid program to tap this growing 
market. 

Since that time, the DFPA_ has 
filled orders for plans, catalogs, point- 
of-sale aids and similar material on 
cabins and cottages from 3,494 lum- 
ber and building materials dealers. 
These were cash purchases. 

Don Jaenicke, special projects di- 
rector of the association, estimates 
that about 700 dealers are actively 
using DPFA advertising mats on lei- 
sure homes selling cabins on an or- 


ganized basis. An example is the Wel- 
ler Lumber Co., Colorado Springs, 
whose sales techniques are described 
in the story above. 

So far in 1961, the plywood group 
has supplied 154 Leisure- Home mer- 
chandising kits to dealers at $10 each. 
Each kit contains plans book for cab- 
ins and vacation homes; detail plans; 
plans book reprint sheets, promotion 
enclosures aimed at the do-it-yourself 
builder; window banners, a hanging 
mobile and a sales promotion kit of 
ad mats, commercials, etc. 

A sales manual describing the sec- 
ond-home market is available free to 
dealers. Write Douglas Fir Plywood 
Association, Dept. BMM, Special Proj- 
ects Director, 1119 A. Street, Tacoma 
2, Wash. 
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(Here's the one that 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


| 
| 
| 
| 








STICKS AND STAYS pi 
iT 


Most dealers report: 

“Our sales of Dur- 

ham's Rock - Hard 

Water Putty keep 

doubling, year after 

year.” What’s more, 

Durham's Rock- 

Hard Water Putty 

gives you by far the 

best profit margin on 

any preduct of this 

nature. Use it yourself, and you'll quickly 

see why it sells so fast, and repeats so regu- 

larly. Many patching materials may shrink, 

fall out or chip off. Durham's Rock- Hard 

Water Putty does not shrink. Absolutely 

not. It sticks and stays put. You can saw or 

chisel it, paint or polish it to a velvet smooth 

finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 

needed. « Packed twelve 1-lb. cans or six 

4-Ib. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 

industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
Circle No. 40 on Handy Cover Card 
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a Be 
Crabin headquantens ~ 


the White Mountains moat 
populan idea comten 
— 
ne) 


White Mountain Lumber Company now 
offers a complete planning and materials 
service for cabin owners 


Part of the fun of building a cabin is getting started on 


”) e 
You name ¢ the right foot! First thing to do after deciding to go 
thead, is to stop in and see the friendly folks at the 


...we kave af 
White Mount 


e lumber a consultation 
* hardware plans, you'll find everything ander the sun in the finest 


n Lumber Company. Besides offering 


ervice, including estimates and stock 


# : 
Y ramen hardware, paints and all types of building materials 


* plumbing 
supplies 

* electrical 
fixtures 


or the ways of the woods ~ and sell products proved best 


And this, of course, inchiutes the famous Southwest 
“Friendly Indian” brand kiln-dred lumber! It cer 


tainly pave to rely on the expenence of people who know 


« sash and doors 
« plywood 

* sreen 

* glass 

* cement 

* insulation 

© tile 

+ tools 

© paints 


for White Mountain 


Cabin Advertising Helps to Double 


Small-Town Dealer's Sales in a Year 


You don't have to develop the land to sell the materials, says Arizona 
dealer. Just be sure and get in on the ground floor with developers and 
then offer good service. 


McNary, ARIZ. 
ANY SMALL BUILDING MA- 
TERIALS YARDS located in 
resort areas have witnessed growth 
of cabin communities, oftentimes with 
the building materials coming from 
distant suppliers. A high percentage 
of these cabins are permanent homes. 
Vacation communities will continue 
to grow as the “second-home” con- 
cept gains momentum. 

Such was the case at White 
Mountain Lumber Co., located in an 
area which doubles its population each 
summer. McNary is about a 4'2-hour 
drive from either Phoenix or Tucson. 
The permanent population is only 
about 6,000 persons. 

The White Mountain yard has been 
established for years. But the big spurt 
in business came when the idea was 
born five years ago to erect the White 
Mountain Country Club at nearby 
Pinetop. 

White Mountain Lumber Compa- 
ny’s general manager, J. A. “Dolph” 
Treat, didn’t want the development of 
vacation homes to by-pass him. He 
seized the opportunity and worked 
hand-in-glove with the country club 
developers. 
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The first country club area was 
built three years ago. Treat’s yard, 
which has a winter staff of eight and 
a summer staff of 16, furnished all 
the materials for homes in the initial 
area. 

There are now 220 homes in the 
subdivision—and more coming. By 
now, of course, there’s plenty of com- 
petition. But the White Mountain 
Lumber Co. continues to sell a good 
share of the vacation home business. 
In addition, the firm furnished ma- 
terials for more than 150 moderniza- 
tion jobs last summer. 

Manager Treat has proved to be 
an aggressive salesman. Most of the 
sales are built on service. Helping the 
do-it-yourselfer is a merchandising 
“must” at White Mountain. 

Promotion. To take advantage of the 
rush that was sure to develop for 
Pinetop area vacation cottages and 
homes, the White Mountain firm knew 
it had to inject some powerful pro- 
motion in keeping with the sales po- 
tential. 

The company management engaged 
a professional advertising firm to 
create a quality promotion program. 
First a full-color brochure was pre- 


pared, romancing the idea of a sum- 
mer home. This was advertised, via 
coupon, in a Phoenix newspaper and 
in an Arizona shelter magazine. 

Next came direct mail. Everyone 
who had purchased or leased U. S. 
Forest Service or Indian Service land 
in the area received the brochure. 
Then a mailing was made to members 
of all country clubs in Phoenix and 
Tucson. 

The White Mountain Lumber Co. 
is a subsidiary of Southwest Forest 
Industries, Inc., but it operates inde- 
pendently. There’s talk of building a 
new and larger yard and store. But 
right now Dolph Treat and his staff 
are too busy—they are starting a new 
push to once again double business 
this year. 

Last year, White Mountain Lumber 
Co. furnished materials for about 120 
vacation cabins. These cabins ranged 
in price from $3,500 to $12,000 with 
the average about $6,500. 

White Mountain officials expect 
even more cabins will be sold this year 
because of the popularity of the White 
Mountains as a summer vacation area 
and improved travel facilities into the 
section. 
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cabin consultation 


service l VACATION HOME 
i Sap OPPORTUNITY 


“What kind of roof is best? Which way should the cabin 
be faced? How large? For the suromer only — or all year?” 
Bring all your questions to our Cabin Consultant. You 
Can be sure he'll do his level best to answer them all. On 
request, he will accompany you to your homesite and 
make recommendations on the type of cabin best suited 
to the terrain. And... for your convenience, he has com- 
plete detailed stock plans prepared by David Sholder 
A.LA. architect. Phoenix, These are available at the 
White Mountain Lumber Company at a nominal cost 
Variations from the original stock plans can be arrsiged 
directly with the architect. at an additional cost 





Shown here are two artixt sketches of typical cabin eleva- 
tions ~ and on the pages following are floor plans for six 
cabins. each designed to meet popular needs. You'll find 
expandable cabins, vear- round homes — even « budget 
week-ender, Anyone contemplating building a cabin on 
Private property, on Indian Lands or Forest Service lands 

take advantage of this service. Plans meet all local 
ami reservation building specificationa Whether vou are 
a da-it-vourselfer .. . or decide on the servicers of the many 
fine hailding contractors in the area — when you work to 
a good plan, it’s no work, just fun! * 


Let's take a look at the plans... 


PROMOTION 
FOLDER issued by 
Arizona lumber 
dealer. Other 
pages showed 
maps and interior 
views of cabins. 


Vacation Lure 

After listening to the folks at 
White Mountain talk about the 
Pinetop area, maybe you'll want 
a vacation home yourself! For 
example: 

“Seven thousand feet high in a 
lush stand of virgin Ponderosa 
Pine, the area has for years at- 
tracted vacationers from central 
and southern Arizona seeking es- 
cape from the summer heat on the 
desert floor. Cool blue lakes and 
streams where fishing is good lure 
the citizens of Phoenix and Tucson. 
Whatever you do—swim, fish, 
hunt, golf, relax—build a cabin 
and enjoy it. It’s all here!” 





TEAMWORK — Contrac- 
tor Robert Burney and 
dealer Dolph Treat in- 
spect plans for an al- 
most-completed White 
Mountain vacation home. 
White Mountain fur- 
nished materials—tech- 
nical assistance too. 





WHITE MOUNTAIN’ LUM- 
BER is no dramatic show- 
place—but it's a busy place 
during cabin building sea- 
son. Dealer hopes to erect 
modern showroom in future. 
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for HOUSE 
FABRICATIO 


* 


FULLY AUTOMATIC ASSEMBLY will meet FHA, VA and uniform building code 
requirements. Cost is $2,400 which includes help in setting up equipment for 
volume fabrication. Jig table is designed to permit free access to each joint 


DEALER INVESTMENT is only $29 for manual 
truss unit (not counting lumber) to make trusses 


up to 58° long. Wood jig parts, sawhorses, 
truss plates and hammer and nails are needed 


in this operation. 


10 minutes. 


for power nailing. Adjustment for pitch is said to be performed in less than 


Denver Dealer Develops Truss System 


Jig set-ups vary in cost from $29 to $2,400. 
Truss plate provides built-in truss and wall 


anchor. 


DENVER. 


HE RETAIL DEALER who fab- 

ricates trusses not only sells 
wood but also truss plates, nails and 
engineering know-how, according to 
Gib Nesbitt, vice president, Denver 
Wood Products Co., developer of the 
Denwood trussed rafter system. 

The Denver firm began making roof 
trusses with wood or plywood gussets 
in 1948. It later experimented with 
metal truss plates and in the last four 
years tested and developed the Den- 
wood system. 

Utilizing either simple wood or 
more complicated truss jigs, the Den- 
wood trussed rafter system is designed 
to produce the component in any span 
or pitch for hip or gable roofs. The 
system is now available to dealer- 
fabricators on a no-fee franchise basis. 

“Changing times have made the 
contractor interested in getting a new 
home under cover as quickly as pos- 
sible,” Nesbitt said. “Many builders 
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have told us they save between $75 
to $150 per house using the prebuilt 
trussed rafter, based on roofing the 
house faster.” 

Features. Use of the Denwood 
trussed rafter system offers a dealer- 
fabricator these benefits, says Nesbitt: 
* Only a few truss plate sizes are 
needed to make many spans, thus 
holding down a dealer’s investment. 
“For example, only seven types of 
plates are required to produce six 
different truss pitches for spans up to 
34’,” Nesbitt said. 

* Two fabrication setups are avail- 
able to permit the franchisee to turn 
out trusses geared to his own market. 

An anchoring device is built into 
the heel gusset in the Denwood sys- 
tem. “This tab reduces damages from 
improper nailing and provides posi- 
tive anchorage of roof to walls,” Nes- 
bitt explained. 

Nesbitt said that fabricated compo- 
nents such as trussed rafters will 
become standard dealer merchandise. 


KEY FEATURE of truss plate is built-in 
anchor tab. It is said to reduce damage 
by improper nailing, besides providing 
positive anchorage of roof to walls. 


AIR VISES hold wood points tight during 
application of plates in Denwood system. 
All members are forced outward against 
jig to assure uniform outside dimensions 
when nailed. 
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April 22 POST Hardware Week Special ad features New Orbital Sander and Grass Shear in full color spread. 


Skil Spring ads reach 437% 


TIE-IN YOUR ADS, WINDOWS, DISPLAYS TO SKIL’S 


How many families in your trading area? 500, 5,000, 
50,000 or better? With more than two out of every five 
of them covered by these Skil ads, it’s easy to figure how 
many of your customers will be presold on Skil. 


So tell them where to buy—by scheduling your own 
newspaper ads to tie-in with Skil’s Post and Look ads. 
Tell them again by displaying Skil tools in your window, 
islands and on counters. A complete selection of tie-in 


ad mats, in-store banners, counter-cards, stuffers and 
direct mail material is available for the asking. 


By supporting Skil dealers with the industry’s hardest- 
hitting consumer advertising, the Skil line has top brand 
name acceptance for easier, more profitable sales. Let 
your Skil representative show you how to tie-in with 
this powerful merchandising program. Or write Skil 
Corporation, Dept.501D5033 Elston Ave., Chicago 30, IIL. 




















Dramatic action-picture color ads in May 9 and June 20 issues of LOOK feature New Shear and De Luxe Trimmer. 


of families in your area!” 


BIGGEST SPRING CAMPAIGN! 


*Source: Audit & Surveys Co., Inc., Study for Look Magazine 


pe ling Qinds Clay with Cadenkyy 


Circle No. 35 on Handy Cover Card 








To Make Aluminum from Clay 

New Haven, Conn.—A_break- 
through in the search for a practical 
way to make aluminum from common 
clay has been announced by Olin 
Mathieson Chemical Corp. 

At the dedication of the new Olin 
Research Center here, Dr. William E. 
Hanford, vice president-research, said 
this key step could make the availabil- 
ity of cheap coal the principal factor 
in selection of an aluminum reduction 
plant site. Today alumina is made 
from bauxite, most of which is ob- 
tained from abroad. 

Dr. Hanford reported that OM’s 
metallurgical scientists have developed, 
through the pilot plant stage, a pro- 
cess of purification of aluminum sul- 
fate “which puts us one step closer to 
having a commercially feasible pro- 
cess for producing alumina from clay.” 


Forest Products Committee 

WASHINGTON, D. C.—An_inter- 
association committee will assist the 
International Concatenated Order of 
Hoo-Hoo in extending the effects of 
National Forest Products Week, spon- 
sored by Hoo-Hoo. 

ihe committee has made recom- 
mendations to Hoo-Hoo through the 
lumbermen’s organization policy com- 
mittee co-chairman, Martin Wiegand, 
Sr., Washington. Frank Langley, 
Dierks Forests, Inc., Hot Springs, is 
chairman of the policy committee. 





@ Versatile 
e Low-Cost 
@ Matching 


Virola 


Reg. App. For 


MOULDINGS 


Satin smooth hardwood 
moulding of blond 
virola, in 12 patterns 
and matching jambs. 
Excellent workability. 


Blond color permits 

staining, either light 
or dark, to match all 
hardwoods. 


Fast shipment on large 


or small orders. 


Send for free 
samples, today! 


V7rola mouvpine 


COMPANY OF AMERICA 


210 EAST MONUMENT STREET 
BALTIMORE 2, MARYLAND 


Circle No. 36 on Handy Cover Cerd 
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ALUMINUM W-TRUSSES support subfloor over slab with plumbing lines in place. 
Each truss for 22 to 4 sq ft. of area, supports up to 2,200 Ibs. 


New Metal Floor Truss System Permits 
Use of Wood Flooring in Slab Houses 


VERO BEACH, FLA. 
NEW METAL-TRUSS plenum- 
floor system said to permit con- 
crete-slab construction with basement 
comfort may be the answer if home 
buyers in your area shy away from 
basementless houses. According to pro- 
ducer-marketer, Templin-Stout, Inc., 
the system requires no heat ducts. 

Any flooring material suitable for 
basement homes can be used with this 
plenum-floor system, including con- 
ventional hardwood flooring, hard- 
wood-on-plywood or underlayment 
with surfacing materials. Templin- 
Stout says the system offers no more 
problems of shrinkage or drying than 
with hot water or steam piping im- 
mediately under floors. 

Wilbur L. Shorts, Luzerne, Pa., 
states that he is the first builder in the 
nation to use the metal-truss floor sys- 
tem developed by Prof. G. J. Stout, 
Pennsylvania State University. Claimed 
advantages are: 
¢ Savings in time and money. 
¢ Allows year-round building with- 
out special equipment. 
¢ Simplifies installation of utilities, 

* Makes houses over slabs more com- 
fortable, easier to heat. 

¢ Permits the home buyer to have 
the kind of floor he wants. 

Cost. Tests have proved, Templin- 
Stout said, that the plenum-floor sys- 
tem using hardwood floorings is less 
costly to build than either basement 
or crawl-space houses. It approaches 
the lower cost of a regular slab-on- 
ground for a 1,200 sq. ft. one-story 
house with all plumbing and heating 
installed. Comparative costs were: 
basement home with concrete floor, 
unfinished, $3,875; soil-covered crawl 
space home, unheated, $2,880; slab- 
on-ground house with asphalt tile 
flooring, $2,120; and plenum-floor 
with hardwood flooring, $2,270. 

Trusses. Basis of the floor system 
is the floor support shaped as a ‘W’ 
stamped out of lightweight sheet met- 
al, usually H-14 half-hard aluminum. 


W-trusses may be nailed, screwed or 
stapled to 2x4 joists either in the shop 
or on the job. Templin-Stout says 
about 100 an hour can be fabricated. 

Only the end flanges are attached 
to joists or floor stringers, with three 
fasteners. This leaves the center con- 
tact point, or foot, free to swing eith- 
er way and compensate for differ- 
ences in height or level of the slab. 
If a considerable slab area is some- 
what out of line, the trusses may be 
adjusted to fit. They are about 17” 
long when the space between joist 
and slab is 35%”. 

Support. One W-truss can support 
between 1,500 and 2,500 Ibs. accord- 
ing to the metal used. Those now 
made support about 2,200 Ibs. and all 
can take a load of 1,000 Ibs. with a 
safety margin. Entire contents of a 
house including non-load bearing par- 
titions and prefabricated fireplace lit- 
erally “float” on the slab with no nec- 
essity to fasten joists to the sill. Floors 
will not squeak or furniture rattle. 

If W-trusses are fastened to joists 
at 24” o.c., each will support 2% sq. 
ft. of floor area at a loading of 400 
Ibs. per sq. ft. They will hold up a to- 
tal load on the floor area of more 
than 200 tons. About 250 metal 
trusses are needed for a 1,000 sq. ft. 
house or about 400 spaced 16” o.c. 

Slab. Pouring the slab can wait 
until the house is under roof in the 
plenum-floor system. Only the grade- 
beam and piers need be built first. 
Plumbing can be roughed-in later. 

There should be insulation inside 
perimeter because the space above 
the slab is always warm. This pre- 
vents water pipe freeze in the area 
used for. all wiring, plumbing, heat- 
ing and air conditioning installations. 
They can be chalked off on a build- 
ing paper cover beforehand. 

A downflow warm air furnace cir- 
culates heated air through the under- 
floor plenum, with no undue floor 
heat, to convenient registers. 
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7s Epes VUMPONENT 
PART 


MIXED LOADS (Truck or Rail) A Specialty! 


If you are a Component Manufacturer pro- 
ducing ‘Trusses, Wall Panels, Door and 
Window Units, Pocket Door Frames, 
Lu-Re-Co Systems, Cupolas, Gable Ends, 
Non-Loadbearing Partitions, Garage Door 
Assemblies, Roof Sections, Floor Sections 
or other components, we will supply your 
needs for PRE-ENGINEERED, PRE- 
CUT PARTS for those components. 


Careful attention to close tolerances, angle 


POTLATCH FORESTS, INC. 


BRADLEY -SOUTHERN DIVISION 


WARREN. ARKANSAS 


cuts, drilling, notching, and other engineer- 
ing features. 

Individual parts strapped in separate pack- 
ages. Palletized, too, if you so desire. 

All parts manufactured from Grade- 
Marked, Stress-Rated, “Big A” Arkansas 
Soft Pine . . . the lumber that’s Straight, 
Strong and DRY! 

Send us your Blue Prints and/or sample 
parts. 


FOR YOUR WESTERN LUMBER NEEDS 
CONTACT THESE PFI OFFICES: 


PITTSBURGH, PENN. 


1615 Oliver Bldg. 


KANSAS CITY, MO. 
2007 Bryant Bldg. 


DEER PARK, WASH. 


Deer Park Ind., Inc. 


CHICAGO, ILL, 
20 N. Wacker Dr. 


NEW BRUNSWICK, N. J. 
Post Office Box 55 
JACKSONVILLE, FLA. 
4113 Longwood Rd. 
LEWISTON, IDAHO 
General Offices 
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What Plan Book Buyers 


Prefer in Home Design 


Based upon a sale of approximately 20,000 sets of construction blue- 
prints last year, the president of Home Planners, Inc., publishers of plan 
books, said that the best sellers are those homes ‘‘whose exteriors have a 
warmth and charm reminiscent of earlier American architecture." 
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DETROIT. 


HE HOME PLANS on these pages, designed by Rich- 

ard B. Pollman for Home Planners, Inc., represent the 
style of architecture which the plan book firm’s readers 
prefer, according to president Albert P. Wittman. 


At top of the page is an L-shaped ranch home containing 
1,732 square feet. Traffic circulation is good; bath facilities 
are excellent; formal living area is spacious; the work center 
and family room function well together. 
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Immediately above is a stately two-story home which al- 
lows a large family opportunity to enjoy togetherness as 
well as separateness; formality as well as informality. The 
location of its formal areas—the living room and dining 
room—in the front allows the informal family room and 
kitchen to function with the outdoor living area. There are 
1,500 square feet on each floor. 


At left is a tri-level adaptable to either a flat or sloping 


site. Upper sleeping level has 864 square feet; main level 
896 square feet; lower level 832 square feet. 
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NEW 


A lG 
COPING 


SAW BLADE 
SALES BOOSTER 


CUTS METAL, WOOD, PLASTIC 








_ 


LOW DEALER COST 
HIGH MARK-UP 
SELF-SERVICE 








A complete saw blade sales 
center...colorful...eye catch- 
ing...all you need to service 
the hobbyist, professional and 
do-it-yourselfer. 


Compact...only 12” deep, 
15” wide and 8” high. Easel 
back for the counter, punched 
for wall or peg board display. 


Ask your wholesaler for the 
NEW £50 GRIFFIN Sales 
Booster. 


ba ta LL 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N.Y. 


Since 1880 Better Hand Hack Saw 

Blades, Power Hack Saw Blades, Band 

Saw Blades, Jig and Coping Saw Blades. 
Circle No. 19 on Handy Cover Card 
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Service Yard Vie for Business 
Under the Same Ownership 


HE TYPE OF BUYER who pre- 

fers paying cash and delivering 
his own materials is a different type of 
customer and wants to buy at a yard 
specializing in cash sales. 

That was the reason that a midwest 
lumber and building materials dealer 
opened a separate cash yard, only three 
blocks from his established service busi- 
ness. It goes under a different name 
and the ownership is not generally 
known, he says. 

After more than a year’s experience, 
the dealer declares that the experiment 
is a success. The cash yard doesn’t 
have the volume of the service yard— 
but it earns a higher profit percentage. 

The cash yard maintains a minimum 


inventory, confined to the most popu- 
lar products. When a customer asks for 
an item not available, the salesmen 
suggest that the “yard down the street” 
probably has it in stock. 

“Customers at our regular yard talk 
about how the cash yard never has 
what they want. And customers at the 
cash yard tell the clerks how much 
they like to save money by paying 
cash,” the owner of the two enterprises 
said. 

Cost of doing business at the cash 
center is about 11% of sales, com- 
pared to 18% at the conventional yard. 

Both yards sell to both consumers 
and contractors. Stocks at the cash out- 
let are delivered from the main yard. 
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now it is easy to sell this 
rapidly expanding market 
POTLATCH WILL SHOW YOU HOW 


It is Potlatch's 'Free-Time” Home promotion to help you cash-in 
on the rapidly expanding second home market. Potlatch has an 
exclusive ‘Free-Time” home Plan Idea Book designed to use Lock- 
Deck, the new laminated tongue-and-groove building material. These 
homes are unique, attractive and economical. Everyone can afford 
to own a Potlatch second home. Take advantage of our coupon 
offer today. 


COMPLETE | ee 
POTLATCH FORESTS INC. a 


merchand isi ng kit : GENERAL OFFICES e LEWISTON, IDAHO since 1906 


Americans are spending more time and money on 
vacations and relaxation . . . visiting mountains, 
beaches, lakes and river spots. This Potlatch ‘‘Free- 
Time" Home promotion is designed to capitalize on 
this trend. Here’s what your Merchandiser Kit contains: : -A T ‘ SEND FOR FREE MERCHANDISING KIT 





Details on Free Counter Display bie get all me facts on how you can profit from Potlatch’s 
The Plan Book Free-Time"” home promotion mail coupon today 


Store Banners | menaiense -+- it's FREE! 
Radio and TV Scripts 
Newspaper mats & POTLATCH FORESTS, INC. + Lewiston, Idaho AL-A 
Promotion Ideas [J Please send Merchandising Kit. 

Proofs and schedules of Potlatch's 
national consumer advertising Name. 

Proofs and schedules of Potlatch’s 
national trade advertising — ##$Address 




















City _Zone State 
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Open Plywood Plant Close to Consumer 


Jamaica, N. Y.—Plywood City, a 
family of integrated plywood compa- 
nies, was recently opened by Industrial 
Plywood Co., Inc. here. “This marks 
a new revolutionary marketing con- 
cept for the industry,” Bernard Hewitt, 
chairman, said. 

The 100,000-sq. ft. facility is a 
complete source for all plywood prod- 
ucts in a marketing area close to the 
consumer. Normally, plywood is man- 
ufactured close to raw materials and 
shipped to the marketing area. 

Industrial Plywood Co. has two 
subsidiaries—Ply-Gems Corp. and 
Technoply Corp. Ply-Gems has a pre- 
finished plywood wall panel manufac- 
turing capacity of $10 million. Tech- 
noply has sufficient capacity to make 
architectural and special laminates in 
lengths to 24’. Distribution ware- 
houses are located in Jamaica, Union, 
N. J. and New Haven, Conn. 

Albert Hersh, president, Industrial 
Plywood, said the future of the ply- 
wood industry lies partly in supplying 
the customer’s needs and wants, rath- 
er than “glutting the market” with 
standard manufactured products. He 
feels a factory in the forest can’t sup- 
ply that need. 

Industrial has conceived and de- 
signed a method of plywood manufac- 
ture said to take only 122 minutes 
per panel for the entire prefinishing 


INSPECTING A PORTION of the produc- 
tion line at Plywood City, recently 
opened facility in Jamaica, L.I., N.Y., is 
Albert Hersh, president, Industrial Ply- 
wood Co., Inc., Jamaica, one of the mem- 
ber firms. 


process. This reduces cost of the 
panel, Hersh said, bringing it well 
within the reach of the home handy- 
man. 

Expecting home improvements to 
take up the slack in industry produc- 
tion, Hewitt said sales of prefinished 
plywood wall board rose 80% in 1960 
over 1959 for his company and a 
“greater increase” is expected this 
year. “More money will be spent in 
home improvement this year than ever 
before,” Hewitt said. 


Free Mexican Trip 


SaN ANTONIO, Tex.—Four all- 
expense trips to Mexico City are the 
top prizes in Azrock’s Premiere Prof- 
it Promotion, which starts April 1 and 
continues to May 31. Sixty valuable 
merchandise prizes will also be award- 
ed—12 prizes to be presented in each 
of Azrock’s five geographical divi- 
sions. 

Persons eligible to participate in the 
promotion are dealers who purchase 
the Vina-Lux Premiere Series or 800 
Series, and salesmen for Azrock 
wholesale distributors. Bonus prizes of 
$25 in merchandise will be awarded to 
winning dealers who have a prominent 
Vina-Lux Premiere Profit Promotion 
display in their store during and at the 
end of the promotion. 


Five-Year Guarantee 
CLEVELAND—A new five-year guar- 
antee program on first-line protective 
maintenance products has been an- 
nounced by Gibson-Homans Co. 


WESLOCK 


NEW CORPORATE SYMBOL of Weslock 
Co.. Huntington Park, Calif. producer of 
locksets and builders’ hardware, has — 
been adopted to emphasize the name 
change from Western Lock Mfg. Co. 








NOW AVAILABLE IN QUANTITY! 


GOLD PLY PLYWOOD 
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PICKERING 


LUMBER CORPORATION 


bi iclilelelacMm @elitielarl is] 


(Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp., Standard, Calif 


West Side Lbr. Co. Div., Tuolumne, Calif 
Telephones: Sonora Je 2-7141 
Tuolumne WA 8-4213 
TWX: Sonora 116-U 
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Highlighting Grant’s new Folding Panel Hardware line is the spring- 
loaded pivot mechanism which assures constant, taut door-track engage- 
ment during installation. One man can do the job in minutes. Other 
features include: new “handi-stock” packaging, competitive prices, alu- 
minum track, nylon guides, all-panel adaptability and full range of sizes. 
2520: for passageway openings (hidden hardware!) 
2540: for closet openings 


GRANT 2500 FOLDING PANEL HARDWARE 


GRANT PULLEY & HARDWARE CORPORATION 

Eastern Division/ 3 High Street, West Nyack, N. Y. 

Western Division/944 Long Beach Ave., Los Angeles 21, Calif. 

sliding door hardware * drawer slides * drapery hardware * pocket frames * pulls * special sliding hardware * closet rods 


April 10, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 43 on Handy Cover Card 79 





G-P Introduces New Continuous 
Process for Laminating Plywood 


PORTLAND, ORE.—A _ new continu- 
ous process of making plywood, com- 
pletely reversing the traditional meth- 
od, has been announced by Georgia- 
Pacific Corp. The firm says its new 
process for laminating wood results in 
“the plywood of the future.” 

Fiber-Ply panels, 4’x8’, will short- 
ly reach U. S. markets from G-P’s 
new plant in Springfield, Ore. They 
will be produced continuously and au- 
tomatically at the rate of 2.6 million 
sq. ft. a month on %” basis. 

“Our new manufacturing concept, 
eliminating many time-consuming and 
costly steps, has resulted in a_ hard- 
surfaced plywood panel with many 
new qualities,” R. B. Pamplin, G-P 
president, said. “It will make plywood 
even more competitive in the building 
materials field.” 

Extra plys. New G-P panels have 
two more “plys” than regular plywood. 
Included in the %” panel’s five plys 
are two of resin-impregnated wood fi- 
ber and three of wood veneer. The 
2”, 4%” and %” thicknesses have 
seven plys instead of five. All are pro- 
duced in both interior and exterior 
grades. 

Panels have a tough, built-in smooth 
surface on both sides which is said to 
eliminate the need for a paint under- 


coat. Checking is eliminated and grain 
rise minimized, the company said. The 
surface “sharply reduces” the amount 
of paint required and “greatly extends” 
the life of the paint job. 

New press. G-P’s new process is 
centered around a new type of “hot 
press,” said to be the world’s largest. 
It has 60 openings in which individu- 
al Fiber-Ply panels become a perma- 
nent bonding of strong fir veneers and 
resin-impregnated wood fiber in one 
continuous operation. The company 
says the result is a panel with more 
stability than standard fir plywood, 
“yet maintaining all its strength,” plus 
a smooth one-piece integral surface. 

The process moves green veneers 
within minutes on a continuous basis 
directly from the log into a 41’ high 
press. There they are heat-bonded with 
dry glue and outside layers of resin- 
impregnated kraft pulp into a perma- 
nently bonded and completely dry 
panel ready for shipment, G-P spokes- 
men said. 

Drying of veneers takes place in the 
press, eliminating use of wet glue and 
separate drying. The material has been 
tested for use anywhere conventional 
interior and exterior plywood is uti- 
lized. It “is expected to open other 
areas of use” where regular plywood 


INTEGRAL PART of Georgia-Pacific’s new 
continuous-process method of making 
laminated panels is this four-story high 
plywood press said to be the world's 
largest. 


has not been able to compete. 

“The new process allows use of low- 
grade veneers for a premium quaiiy 
product,” Pamplin said. “Thus it low- 
ers costs and insures better utilization 
of our timber reserves. It will be sold 
in the same price bracket as co.iVcu- 
tional fir plywood of similar grade.” 

Pamplin noted that G-P’s process is 
fully patented and production and dis- 
tribution will be Georgia-Pacific’s ex- 
clusively. 





You can make an extra $4,000 per 
year with a Clarke Floor Machine 
Rental Department—easily! This 
compact department, displaying the 
best known, most dependable floor 
care equipment made, establishes you 
as rental headquarters for do-it- 
yourselfers. You’ll see potential be- 
come reality as you promote your 
department with the merchandising 
aids Clarke gives you. And you’ll 
watch rental fees, sales of rental 
items—sandpaper, wax, floor finishes, 
shampoo, etc., and impulse purchases 
quickly pay off your investment, 
build extra profits and add new 
customers. 


Interested in an extra $4,000 per 
year? Let us show you how this 
department can earn it for you. 
Write for details. 





Complete Clarke Floor Care Rental Department includes floor sander, edger, polisher, rug shampoo 
machine, wet-dry vacuum cleaner, upholstery shampooer-vac, hand sanders, plus shampoo and floor 


finishes — and it occupies only a few square feet of floor space. 


FLOOR MACHINE COMPANY 


DIV. OF STUDEBAKER-PACKARD CORP 


Circle No. 44 on Handy Cover Card 


In Canada: Clarke Floor Machine Comp 


THE BEST KNOWN NAME IN FLOOR CARE RENTAL EQUIPMENT 


464 E. Clay Avenue, Muskegon, Michigan 
Authorized Sales Representatives and Service Branches in Principal Cities 
Ltd., 21 Advance Rd., Toronto 18, Ontario 


y (Canada), 
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He has a problem 


.. you have the solution... 


PeNNUERNON 


Baseball season is here. Chances are, quite 
a few home runs and foul tips will find their 
way through your customers’ windows. You 
can help them solve this problem if you sell 
PENNVERNON Window Glass. (Of course, you 
can’t ignore your other customers either— 
builders and home repair contractors—be- 
cause they’re in their busy season, too.) 
When you stock PENNVERNON, you’re in 
line for plenty of repeat business. Customers 
will keep coming back because when you sell 
them PENNVERNON, they get a quality glass 
that has a brilliant surface and remarkable 


transparency, thanks to PPG’s unique manu- 
facturing process. You don’t have to worry 
about big inventories crowding the back of 
your store, since you can get quick delivery 
from your PPG branch or distributor. He 
carries a complete range of sizes and 
strengths. And, he can supply you with a full 
line of sales aids, including signs, plans for 
display racks, counter cards, decals, give- 
away folders and ad mats. There’s a Pitts- 
burgh branch or distributor near you. Or 
write Pittsburgh Plate Glass Company, 632 
Fort Duquesne Blvd., Pittsburgh 22, Pa. 


° Pittsburgh Plate Glass Company 


G Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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pennueRnon 
WINDOW GLASS 
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a 


the world’s finest 


window glass 
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Letters to the Editor 


Aluminum vs. Wood 
To the Editor: 

As a result of your December issue 
on Aluminum, you will never again 
be favored with our subscription.— 
D. H. Rush, Holton & Rush Co., 
Cleveland, Ohio. 


Editor’s Answer 


One reason why materials such as 
aluminum have made inroads into the 
retail lumber distribution field is be- 
cause the lumber producers and the 
lumber wholesalers have taken their 
retailers too much for granted. The 
building materials wholesaler, in con- 
trast, has provided a variety of mer- 
chandising aids, even to the extent 
in some instances of manufacturing 
prefab houses for the retail lumber 
dealer to sell. 

We feel that this reluctance on the 
part of lumber wholesalers to be of 
greater service to the retailer is now 
changing. We are, of course, publish- 
ing editorial reports on the whole- 
salers who are merchandising for the 
retailer. 

Our function is to report what is 
happening. We have just interviewed 
the executives of the National Lumber 
Manufacturers Association. The text 
of our interview appeared in your 
March 13 issue of BMM. We are now 
working on a special Lumber Progress 
Report issue which will appear soon. 

A magazine which contained only 
lumber articles might be especially 
pleasing to you as a lumber whole- 
saler. But it seems to us that such a 
journal would not serve dealers or 
lumber wholesalers such as yourself as 
effectively as one which honestly and 
objectively covers all materials and 
trends. 

To ignore the changes now taking 
place in light construction distribu- 
tion would be foolhardy for ourselves 
as journalists. Because we do report 
all trends, our reports have a tremen- 
dous impact compared to a journal 


which might be viewed as a propa- 
ganda magazine for lumber only. 


Labor Estimating 


To the Editor: 

We have read your Feb. 13th issue 
on remodeling services. We have nev- 
er done any contracting and would 
like to know a source for estimating 
labor costs—Haxtun Lumber Co., 
Haxtun, Colo. 


The Editor’s Answer 


A book, “How to Estimate for the 
Building Trades” by Townsend, Dal- 
zell and McKinney, should be helpful. 
You may order for $6.75 from the 
Book Dept., Building Materials Mer- 
chandiser, 59 E. Monroe, Chicago 3, 
Ill. “The Lumberman’s Actuary” by 
John W. Barry, answers most estimat- 
ing problems; it may be ordered for 
$16.50 from the BMM book depart- 
ment. 

Phinney Larson, 1596 Selby St., 
St. Paul 4, Minn., has correspondence 
courses in basic drawing and estimat- 
ing, which include data on labor es- 
timating. 

Mr. James Adams, P. O. Box 215, 
Collinsville, Conn., conducts seminars 
on estimating around the country for 
lumber dealers. He is now including 
labor estimating. Write him for his 
next workshop near you. 

Mr. Adams teaches estimating at 
the Building Industries Marketing In- 
stitute, directed by Art Hood, at 
Purdue University, Lafayette, Ind. The 
next Institute begins September 5. 
Write BIMI, Purdue University for 
details. 

Charles W. Hestwood, publisher, 
Retail Lumberman, 928 Grand Ave., 
Kansas City 6, Mo., sells estimating 
forms for dealers. 

Watch this magazine for more 
dealer articles on home improvement 
selling and estimating. 








or satisfied with stock options. 


1808 Beechwood Bivd. 





LUMBER EXECUTIVE—AVAILABLE 


After 14 years of building and profitably operating Eastern wholesale 
carload and distribution yards—I sold and worked for new owners for 
one year per contract. Now at age 43, full of zip and ideas, | am look- 
ing for a challenging opportunity in any part of this industry from coast 
to coast. Thoroughly acquainted with all phases corporate problems from 
A to Z. Active in association affairs and anxious to meet challenge of 
changing times in our industry. Not just job hunting—willing to invest 


Write in detail and confidence to 


J. L. BROIDO 


Pittsburgh 17, Pa. 











* Paul R. Hollenbeck is the new mana- 
ger of the Southern California Retail 
Lumber Assn., upon retirement this 
month of Orrie W. Hamilton. 

Hollenbeck for the past six years 
has conducted management clinics for 
dealers. He was previously with Patten- 
Blinn Lumber Co. and Hayward Lum- 
ber & Investment Co. 

Hamilton can be reached at his 
home, 3518 W. 78th Pl., Inglewood 4, 
Calif. 


* Thomas Abrams, sales, and Barton 
J. Malina, technical director, are newly 
elected vice presidents of Staley Paint 
Manufacturing Co., St. Louis. They 
join Earle K. Rosen, president, and 
Jack M. Goldstein, vice president and 
sales manager, as officers of the com- 
pany. 


¢ P. J. McCormick, McCormick Lum- 
ber & Fuel Co., Madison, has been 
elected president of Wisconsin Retail 
Lumbermen’s Assn. for 1961. C. H. 
Iverson, North LaCrosse Lumber Co., 
is vice president; R. M. Schmitt, 
Schmitt Lumber Co., Two Rivers, is 
treasurer. 


* Howard A. Schmeal was ap- 
pointed executive vice president-gen- 
eral manager of Reflectal Corp., Chi- 
cago, Borg-Warner Corp. subsidiary. 


* Dale F. Galloway has been appoint- 
ed manager of the agricultural depart- 
ment of Masonite Corp., as announced 
by E. W. Hadland, general merchan- 
dise manager. 


* Robert Stroup was reelected presi- 
dent of North Dakota Lumbermen’s 
Assn. The 1962 convention will be at 
Bismarck on March 4-6. 


* Robert C. Tyo was elected to the 
newly-created position of vice presi- 
dent-DeWalt operations by the board 
of directors of The Black and Decker 
Manufacturing Co. 


* Everett Yost of Milford was elected 
president of the Nebraska Lumber 
Assn. at the close of its annual con- 
vention. Robert Horner of Atkinson is 
vice president. 


* J. W. Morgan has been appointed 
director of marketing for Consolidated 
General Products, Inc., Houston. 


¢ J. W. “Bill” Peters has been elected 
vice president and general manager of 
Milwaukee Plywood Co., subsidiary 
of Aetna Plywood & Veneer Co. Clif- 
ford W. Rauch has been appointed to 
the dual position of manager of 
Aetna’s Indianapolis and Elkhart, Ind. 
warehouses. 
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TUNG OIL, nical from the nut of the tung tree, 
was used to waterproof Chinese ships as long ago 
as the 14th century. 


A thin, transparent oil, it penetrates deep into the wood 
pores, forming an almost permanent seal against moisture 
because it retains its elasticity. 

Using specially-processed tung oil, WATERLOX carries 
the resins and driers into the hardest maple or oak...so that 
sealer and finish coats practically become a part of the wood. 


WATERLOX dries into a beautiful, armor-like surface 
(either satin or gloss) that never needs’ waxing, yet resists 
moisture, heat (even boiling water), alcoholic beverages. 


Closest to a permanent clear wood finish for over 26 years, 
WATERLOX< beautifies floors, paneling, furniture, cabinets, 
: doors, Easy to apply. 


Write for Free Sample 

Attach this ad to your letterhead for a free one-pint 
sample of Waterlox Transparent, free 7” x 8” 
sample of Waterloxed mapie flooring, free 16-page 
booklet “Natural Wood Finishes with Waterlox”. 


WATERLOX DIVISION 
THE EMPIRE VARNISH CO. 
2638 East 76th STREET, CLEVELAND 4, OHIO 
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Sell vie FRAMES, TOO! 





when you sell 
pegboard and bulletin board 

BEAUTY-FRAMES the do-it-yourself 
framing kit 


Now when you sell pegboard for racks or bulletin 
board material you can sell the frames, too... 
and make an extra sale! Beauty-Frames go 
together quickly and simply by using exclusive 
“Mitre-Tite” metal fasteners. 
An attractive floor display 
helps you sell Beauty- 
Frames...ask your jobber 
about it. 
Write today for literature 
and additional informatian. 
Jobber inquiries invited. 


Maple Bros., Inc. 
527 West Putnam Drive, Whittier, California 
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LOOK FOR 
s 
(LB) BRAND 
ON THE END 


The 
TIME-TESTED POST 


ZA 
“A 


For almost half a century 

\z the famous L-B brand has 

identified the LONG-BELL 

pressure-treated Southern 
Pine Fence Post. 

Millions in service on the 
farms and ranches of Amer- 
ica bear this mark of quality. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution, these posts 
are recognized by customers 
everywhere for their back- 
ground of performance. 


manufactured only by 


Wood Preserving 
Division 


International Paper Company 
Kansas City, Mo. & DeRidder, La. 




















doors for 
increased 








sales... 


USE MULTIPLEX MERCHANDISERS. Same advantages of limited space, 

high visibility, and customer appeal as the famous Multiplex Display 

Panels. (And doors and panels are interchangeable.) Doors are protected 
- may be sold as new. For complete information, mail the coupon. 


{MULTIPLEX iiss co 


St. Louis 7, Missouri § 
| 
' 


Dept. E. Warne & Carter 


Please Send me literature on your Display Equipment 


ADDRESS 
CITY AND STATE aps. & 


Lesa ae wees eee eeeeasaaneaad 
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Thin project ie spensered by Spencer Bros. & Turner Limited 
in heaping with the WINTER EMPLOYMENT CAMPAIGN 








LECTURING at free Truro (N.S.) home im- 
provement clinic is builder Milford Lav- 
ers, a customer of the sponsoring yard. 
From 30 to 40 persons turned out nightly 
in the four-night-a-week clinic. 


INSTRUCTION in laying laminated plastic countertop is given two clinic students by 
teacher Milford Lavers. This was but one phase of the Spencer Bros. & Turner clinic. 
At end of course all items built during clinics were given to students. 


Clinic Boosts Winter Sales 


More than 700 learn how to modernize their 
homes in dealer home improvement sessions. 


TrRuRO, N.S. 

RIGID WINDS howling along Can- 

ada’s frosty Atlantic seaboard 
practically halt all activity in winter. 
As a result many people in eastern 
provinces have time on their hands 
during snowy months. Building mate- 
rials are slow. 

Spencer Bros. & Turner Ltd. found 
one way to solve the problem last Jan- 
uary. The lumber and building materi- 
als dealer rented the basement of a 
local supermarket as a meeting place 
and hired a competent instructor to 
conduct a free six-week home improve- 
ment clinic. Canadian building materi- 
als manufacturers cooperated by set- 
ting up displays to help pay for the 
clinic. 

Although it cost Spencer Bros. & 
Turner about $1,500 to hold the four- 
night-a-week course from Jan. 23 


84 


through Feb. 28, M.R. Cassidy, retail 
sales manager, said “this is an effec- 
tive way to advertise during the slack 
season.” 

Building materials sales were higher 
than ever before during the first two 
months of 1961, Cassidy said. 

“We are convinced the results of 
this home improvement clinic will be 
felt over a long period of time,” Cas- 
sidy said. “Because of homeowner in- 
terest in the classes and the resultant 
rise in our sales, we plan to do this 
again next year. We may expand the 
course to include farm projects and 
set aside one night a week for women 
only.” 


Attendance. An average of 30 area 
homeowners attended each two-hour 
class. More than 700 attended alto- 
gether, or about 5% of all homeown- 


ers in this town of 12,000. 

The first hour each night, Monday 
through Thursday, was reserved for 
explanatory lectures by chief instructor 
Milford Lavers. In the second hour of 
the session, “students” built fireplaces, 
planters, kitchen cabinets and other 
items. Spencer Bros. donated the fin- 
ished product to each attendee on 
closing night of the clinic. 


Promotion. Spencer Bros. & Turner 
mailed literature announcing the 
course as a “do-it-now” project held in 
cooperation with the annual Winter 
Work program. Those who attended 
were under no obligation, had nothing 
to pay or buy. However, most became 
so interested in home modernization 
that they did purchase materials 
from Spencer Bros. for other handy- 
man projects. 





E.L. Bruce Diversifies, 
Decentralizes Sales 


Mempuis—Increased __ diversifica- 
tion and continually expanding sales 
have caused E. L. Bruce Co. to de- 
centralize administration of its nation- 
wide sales operations, according to A. 
W. Crowe, flooring division sales 
manager. 

Bruce will operate with divisional 
headquarters here, in Chicago, Colum- 
bus, Ohio and Oakland, Calif. The 
Memphis office will continue to direct 
sales in southern states. 

The Pacific division, headed by S. 
W. Eznekier of Oakland, will include 
all western states. Roy P. Maxwell, 
Columbus, Ohio is divisional sales 
manager of the midwestern states 
central division. R. K. Magers of Chi- 
cago manages the eastern division. 

Harvey Creech, Bruce vice presi- 
dent-sales, said the addition of new 
salesmen to the firm and more em- 
phasis on flooring and lumber seemed 
to indicate a change. 

“We now have a number of prod- 
ucts to sell,” he said, “and other build- 
ing materials will undoubtedly be add- 
ed to our line in the future.” 

Bruce now markets household floor- 
care products, plywood wall paneling, 
lumber, termite control chemicals, 
truck-trailer flooring and residential 
swimming pools. 


IEH Home Financing 


New YorK—Final arrangements 
to finance Institute of Essential Hous- 
ing, Inc. homes have been announced. 
IEH is a newly-formed subsidiary of 
Certain-teed Products Corp. 

Universal CIT Credit Corp., sub- 
sidiary of CIT Financial Corp., will 
make $10 million available to pur- 
chase either shell or completed houses 
designed and marketed by IEH. Home 
buyers can pay the money back over 
a period of 5 to 10 years. 

Retail lumber and building materi- 
als dealers (see BMM, Jan. 30) who 
become IEH agents will forward com- 
missions and service charges to the 
institute. 
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New Literature i 


Time-Saving Card—See Back Cover 


“Garden Redwood.” An all-new 1961 edition shows a home- 
owner how easy it is to add a redwood deck, pavilion, pool- 
side or patio structure. The 16-page booklet, with many il- 
lustrations in color, includes how-to-do-it details. Single copies 
are available without charge. Write to California Redwood 
Association, Dept. TRM-1-BMM, 576 Sacramento, San Fran- 
cisco 11. 





MT 
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Lift Trucks. A new 16-page catalog details the advantages 
of the Allis-Chalmers line of lift trucks in the 2,000 to 10,- 
000-pound capacity ranges. Power curves and _ specifications 
of each lift truck are included, along with information on 
matched attachments. For a copy of the catalog, write Allis- 
Chalmers, Engine-Material Handling Div., Dept. BMM, Mil- 
waukee 1. 
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Wall Reinforcing. A new study compares relative merits of 
the brick header course in wall construction with continuous 
wire reinforcement. The 44-page, liberally illustrated book 
was prepared for Dur-O-waL by Armour Research Founda- 
tion Institute of Technology. For a free copy, write Cedar 
Rapids Block Co., Dur-O-waL Div., Dept. BMM, 650 12th 
Ave., S.W., Cedar Rapids, Iowa. 
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Floor Finishing Products. A new listing of laboratory-tested 
and approved floor finishing products is available free of 
charge. Included are both the penetrating sealer and the 
bakelite-varnish type of floor finishes. A folder, “Finishing 
Northern Hard Maple the MFMA Way,” also is being sent 
to those requesting the new listing. Maple Flooring Manu- 
facturers Association, Dept. BMM, 35 E. Wacker Drive, 
Chicago 1. 
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“ABCs for the Lady of the House” is the title of a new 
booklet especially prepared for handout to Mrs. Homemaker. 
It explains why lumber is kiln-dried and outlines the practical 
advantages that properly kiln-dried framing lumber contributes 
to house construction. It reminds her that kiln-dried framing 
lumber reduces the chance of plaster cracks, squeaking floors 
and sticking doors. For a free copy, write Weyerhaeuser Co., 
Lumber & Plywood Div., Dept. BMM, Tacoma 1, Wash. 
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Building Products & Appliances. A new catalog contains 
specifications and prices on 1961 Berns Air King range hoods, 
kitchen fans, attic fans and built-in heaters. New appliance 
items, shown for the first time, include a series of Picture- 
Frame styled fans, dehumidifiers and two new Holliwood 
rotisseries. For a copy of the catalog, write Berns Air King 
Corp., Dept. BMM, 3050 N. Rockwell St., Chicago. 

Circle No. 233 on Handy Cover Card 


Protective Coatings. A dampproofing and waterproofing 
guide contains specifications and illustrations for the use of 
bituminous-based coatings above and below grade. Divided 
into two sections, the 8-page directory depicts the products 
required for each application and illustrates their use. Allied 
Chemical Corp., Barrett Div., Dept. BMM, 40 Rector St., 
New York 6. 

Circle No. 234 on Handy Cover Card 


Wood Moldings and Trim. A new architect’s bulletin No. 
13 provides technical data on Southern Pine molding and 
trim and tells why it is an ideal wood for window and door 
frames. Fully detailed are specifications, treatment, finishes, 
fastenings, designs and an index of patterns. For a copy of 
the bulletin, write Southern Pine Association, Dept. BMM, 
P. O. Box 1170, New Orleans, La. 

Circle No. 235 on Handy Cover Card 


“How to Build Out Termites” describes the proper pro- 
cedures for “building out” termites in wood and slab-type 
construction. A brief synopsis is given on wood fungi, the 
carpenter ant, dry-wood and damp-wood termites, the powder- 
post beetle and other enemies of wood in the home. For a 
free copy of the 8-page booklet, write to Terminix Div., E. L. 
Bruce Co., Dept. BMM, P. O. Box 397, Memphis 1. 

Circle No. 236 on Handy Cover Card 
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I CAN SHOW YOU 
HOW TO PREFAB 
ANY HOUSE PLAN! 


The Craftbuilt system is the result of many years of 
house manufacturing experience. It is now being 
used by leading lumber dealers in Iowa and Illinois. 
Here's the way to provide component fabrication 
with 100% flexibility in house design. 


* * * 
The Craftbuilt service is available in two ways: 


1—PREFABRICATION CONSULTING SERVICE. Visit 
to your yard; study of your problem; explanation 
of Craftbuilt system and recommendations for 
your company. 

2—PRODUCTION SETUP AND EMPLOYE TRAINING. 
From one to four weeks at your yard, setting up 
production for Craftbuilt custom fabrication, per- 
sonal training of shop men. 


Write now for consultation—the prefab trend is 
growing fast. 
* * * 


THE CRAFTBUILT SYSTEM 


for custom house fabrication 


MERLE PIERCE 


Des Moines 15, Iowa 
Phone: ATlantic 8-2871 


1501 Lewis 
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VENTWOOD AWNING BRACKETS 


FOR BUILDING REAL WOOD AWNINGS 
will help you get your share of the 


Multi-Million Dollar Awning Business 


® No Inventory 
Problem 

® Two Sizes Only 

® Fit Any Window 


“5 Step Brackets on 
Short Window 

8 Step on Standard 
or Picture Window 





VENTWOOD AWNING BRACKETS 
+ 6” BEVEL SIDING (From Your Stock) 
= ATTRACTIVE, LOW COST AWNINGS 


You Can Sell a Complete Awning for as Little as $7.10 


AVERAGE WINDOW 
LESS THAN $10.00 


Quick Sales When 
You Display 
Ask about a FREE Set 
for Your Display 








Matching Door Canopies 
and Decorative Scrolls are 
Available 





ENTWOOD . product of 
tHe McLEETE co. 


307 No. Stone Ave., La Grange Park, lil. 


See Your Jobber or 
Write Direct for 
Full Details 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
ullowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, lil. 
Phone Fi 6-7788 





HELP WANTED 








Building Material Sales 

The Insulite Division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 25-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 

_ New men are paid on salary during an ini- 
tial training period and upon territory as- 
sigment are compensated on a salary plus 
bonus basis. In addition, these positions offer 
exceptional employee benefits paid for by the 
company. Car furnished. 

Write Don Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Mpls. 2, Minn. 





Assistant Manager, or individual with strong 
sales background capable of developing as 
assitant manager, within Kanas area. Excel- 
lent opportunity for aggressive person. Send 
full details to Rock Island Lumber Company, 
302 South Emporia, Wichita 2, Kansas. 





WANTED: Capable young man to take charge 
of Fabricated Truss and LuReCo Component 
Part Division of a thriving retail yard in 
Arkansas. If interested send age, full de- 
scription of qualifications, and advise when 
and where you could be contacted to Box 
P-28 Building Materials Merchandiser. 





Assistant Manager for lumberyard in North- 
east Indiana town of 500. Good opportunity 
for advancement to right man. State age, 
previous experience, family status and mini- 
mum salary. Address Box P-32 Building Ma- 
terials Merchandiser. 





RAILS WANTED 











RAILS: New and Relay 
rgee one Serviceable 


. K. FRANK, 480 Lexin, 
York 17. 400 Park Bidg., 


. Bought and Sold. 
Trucks in stock. 
mn Ave., New 

ttsburgh 22, Pa. 








SITUATIONS WANTED 








BUSINESS FOR SALE 














Available June 15th—Accountant, Auditor- 
Office Manager. Twenty five years experi- 
ence. Lumber and Flooring manufacturing. 
Address Box P-29 Building Materials Mer- 
chandiser. 





Bookkeeper, familiar with lumber terms, de- 
sires employment in distribution yard, some 
manufacturing or wholesale. Self employed 
for some time. Middle age. Address Box P-33 
Building Materials Merchandiser. 





General Manager—Manager 
Top ——- manager. 15 years experience 
retail operations. Line & Independent yards. 
Heavy Merchandising Sales, Administration. 
Address Box P-35 Building Materials Mer- 
chandsier. 





See display ad on page 82. 





SALES REPRESENTATIVE 
WANTED 











Manufacturers Representatives Wanted 
Manufacture or high quality and competitive 
line of cabinet hardware, drawer slides, and 
accessories desires representative for the fol- 
lowing areas: Arkansas, Alabama, Georgia, 
Louisiana, Mississippi, Texas, Tennessee, 
North Dakota, South Dakota, and Kansas. 
Only men who call on retail lumber yards, 
contract hardwares, kitchen cabinet manu- 
facturers, and store equipment manufac- 
turers, need apply. Send all details in first 
letter. Address Box P-23 Building Materials 
Merchandiser. 





MANUFACTURER’S REPRESENTATIVES 
CALLING ON BUILDING PRODUCT 
DISTRIBUTORS 
Baked Enamel Aluminum Carrying Equip- 
ment offers good potential and excellent 
commissions for you. High quality product— 
10 colors—complete merchandising program 
including counter and wall displays. Special 
introducto offer helps you open up dis- 
tributors. any territories open. Crown 
Aluminum Industries Corp., 5820 Centre Ave., 

Pittsburgh 6, Pa. 





39 cent consumer item, brand new, sold in 
Super Markets, Sporting Goods and Hard- 
ware Stores. Phenomenal consumer accept- 
ance! Brokers, Mfg. Reps, Wholesalers and 
buyers write for samples and information. 
LEE-GORDON PRODUCTS INC. 

1818 E. JACKSON 

PHOENIX, ARIZONA 





BUSINESS FOR SALE 











FOR SALE—Lumber and Builder Supply 
Yard, well established, good reputation, in 
East Central Indiana. Over 113 acres, more 
than 31,000 sqr. feet under roof. Down town 
location on main street. Population over 
200,000 in area. Ideal for Cash & Carry oper- 
ation. Spur into yard available. Owner re- 
tiring. Address Box P-20 Building Materials 
Merchandiser. 





For Sale—Several lumber yards in Iowa in 
good farm areas, priced low, with clean in- 
ventories, by old 1 ard co y. Address 
Box 0-47 Building Materials Merchandiser. 





FOR SALE 
Lumber yard in south central Wyoming. 
Large ranch and oil field trade. Planer mill 
and feed warehouse on premises. $50,000 in- 
ventory. Yard has been in operation 40 years. 
Address Box P-25 Building Materials Mer- 
chandiser. 





FOR SALE OR FOR RENT—lIn New Bruns- 
wick, New Jersey. A ery ideally suited 
for a lumber business. Wholesale or retail. 
Dimensions of property—approx. 195 ft. x 
700 ft. 2 Brick Buildings—one containing 
10,000 7. ft. of floor space, the other 7000 
sq. ft. of floor space. vate Railroad siding 
in the center of the premises. Cyclone fence 
encircles property. PHONE KILMER 5-5007 
or Write to Box P-26 Building Materials 
Merchandiser. 


FOR SALE 

Retail lumber yard and lumber store, in- 
cluding 2nd floor apartment, located in 
North-Central Ohio. Ample-covered lumber 
storage. Mill and equipment. Trucks. Office 
and equipment. Company is incorporated. 
Can finance, in part, desirable buyer. Write 
care of Box P-27 Building Materials Mer- 
chandiser. 





For Sale, Retail Lumber & Hardware on cor- 
ner of busy street. Northern Chio city of 32,- 
000. Well established low inventory, good 
storage. 2 can handle with little help. Cash 
& Carry or do some contracting. Incorporated 
200,000 volume could do more. Owner retir- 
ing. Address Box P-34 Building Materials 
Merchandiser. 





YARD FOR SALE 
Retail Lumber, hardware and coal yard in 
Northern Kentucky. Coal conveyors to dump 
truck. Good profitable yard. Been in business 
for 40 years. Will inventory. Address Box 
P-30 Building Materials Merchandiser. 





BUSINESS OPPORTUNITIES 











Lumber and Building Materials business, 
retail and wholesale, established 1944, for 
sale or lease. Assets include land, buildings, 
equipment, inventory, sawmill, planer unit. 
Located upper New York State, Adirondack 
section, Washington County. Annual Sales— 
$200,000.00. Owner wishes to retire. Address 
Box P-31 Building Materials Merchandiser. 





Have lumber yard, dryshed and modern dry 
kilns. Interested in having furniture factory, 
dimension or flooring mill or both built on 
our yard. We will supply your lumber air 
dried or kiln dried to your requirements. 
Write J. M. Bachrach, Kenova Hardwood Co., 
Box 349, Kenova, W. Va. 





DEALER SERVICES 











Write for information on Two Revised 
Courses for Beginners & Advanced Students 
—(1) Basic Drawing & Light Frame Con- 
struction; (2) Basic Lumber & Millwork 
Estimating. Emphasizes “taking off’’ material 
and labor quantities. Drawing instruments, 
forms, plans, tables and estimating rule furn- 
ished. ssons submitted in weekly units, 
graded and returned with individual com- 


ment. 
PHINNEY O. LARSON 
TRAINING COURSES 

1596 Selby Ave. St. Paul 4, Minn. 





THE HOUSE DOCTOR (trademark reg.)— 
a complete home improvement merchandis- 
ing program—sells the home improvement 
market. Exclusive franchise one dealer to a 
given trade area. Consists of Mat service, 
Radio, Television, Decals, Store Banners, etc. 
etc. Office routine, departmental organiza- 
tion and complete operation explained in 
detail. No obligation . . Low cost. Accepted 
countrywide. UILT-IN DEALER SALES 
CONTROL. 


“THE HOUSE DOCTOR” SERVICE 
Al Carr—Owner 

Box 670 

Ponca City, Oklahoma 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 
Available 120 mbf 1 x 4 S4S 25/32 C & Btr 
(10%D) Soft textured Mexican Ponderosa 
Pine. Write American Representative, P. O. 
Box 88, Ft. Worth, Texas 
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DAZZLING AND EFFECTIVE—This translucent fiberglass fence, showing flat, ridged 
and corrugated panels in white, sand, rose, green and yellow has boosted sales for 
the Alsynite line at Euclid Lumber Co., San Diego, according to manager Herman 
Hershum. The panels are back-lighted at night for 24-hour duty. 





Stanley Changes Div. Name 


New BrITAIN, CONN.—The Stan- 
ley Works last month changed the 
name of its Stanley Electric Tools divi- 
sion to Stanley Power Tools. 

The original name is no longer ade- 
quate to describe the diverse products 
made by the division, according to 
Stephen H. Cross, vice president in 
charge. Since the division was set up 
to make drills, screwdrivers and grind- 
ers, it has expanded into lines of elec- 
tric planes, routers, saws, sanders, 
hammers and metal-cutting shears, 
high-frequency and air-powered port- 
able tools. 


To Repeat Mid-South Show 


MempPuis—More than 600 viewed 
71 exhibits tied in with a business and 
conventional program at the fourth 
annual three-day Mid-South Building 
Material show in the Peabody hotel 
here last month. 

Stan Owens, executive vice presi- 
dent of sponsoring Tennessee Building 
Material Assn., reported the show was 
“such a success” the board of direc- 
tors voted to hold it here next year at 
about the same period. 


Ruberoid Spends $1 Million 

To Introduce Polymerite Tile 
New YorK—The Ruberoid Co. 

has budgeted $1 million for a six- 

month coast-to-coast saturation ad- 

vertising campaign to introduce con- 

sumers, distributors and dealers to its 


Mastic Tile Div.’s new Polymerite 
floor tile. 

Making massive use of local radio, 
newspaper, billboard and _point-of- 
purchase media, along with consumer 
and trade magazine ads, Ruberoid will 
stress the claimed superior resistance 
of Polymerite to wear, grease and 
household reagents. 


You gonna paint house? 


Better pick house paint that 


lacte many, many moons ! 


A COMPLETE PACKAGE of Indian theme 
tie-in display materials will be made 
available to Lowe Brothers Co. paint 
dealers this month when four-color ad- 
vertisements appear in three national 
magazines. Newspaper mats and radio 
spots provide additional local tie in for 
dealers placing emphasis on Lowe's pic- 
ture packages. 





REPRINT SERVICE — Building Materials Merchandiser 


LEARN ALL ABOUT 


reprint—$1 a copy. 


Editor, 





Cash & Carry 


Lumber & Building Materials Yards 


@ Award-winning field reports from this 
magazine now available in a 1961 trend 


@ Send remittance with order to: Reprint 
Building Materials 
diser, 59 E. Monroe, Chicago 3, Illinois. 





Merchan- 
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SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 


Write for our free booklet, You can get 


‘i real dollar savings through safe lumber yard 


operations, which explains how costly unsafe 
practices can be and shows how our 

Safety Engineering department can save 
money for your lumber yard. Write Lumber 
insurance Department. 


Lumbermens #7 U7 Gay 


a division of Chicago 40 
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Uncle Sam takes a big hunk of our pay to balance his bud- 
get and this makes it harder for us to budget the balance. 
* * * 


Spring fashions: There are two classes of sweater girls, those 
who knit ’em and those who fit ’em. And a Bikini bathing suit 
is something that begins nowhere and ends all of a sudden. 

ok * * 


The feller from the little town who was visiting the big city, 
walked out of his hotel and up to a cab parked at the curb. 

“Taxi?” he asked. 

“Yes, sir,” the driver replied brightly. 

“I thought so,” mumbled the feller, and walked back to the 
hotel. 

a ” ~ 

One drawback about the space age is that there is no longer 
such a thing as a distant relative. 

* a * 

In the spring a dealer’s fancy lightly turns to thoughts of 
lumber—lightly when he buys from MAUK where he orders 
with a carefree mind, secure in the knowledge that he has the 
most conscientious counselors in the field of wholesale lumber. 

With MAUK he’s safe. He has skilled people and vast re- 
sources working just for him. Try it. Feel safe with the MAUK 
Lumber Co. 

* * 4 

Simple Celia says a low neck always attracts more attention 
than a high forehead. 

* oa * 

In Hollywood when a movie star tells a child a bedtime story 
it usually goes like this: “Once upon a time there was a Mama 
Bear, a Papa Bear and a Baby Bear by a previous marriage.” 

* ca * 


An old fashioned girl is one who hasn’t the slightest idea 

what an Old-Fashioned is. 
. * * 

Do You Know What Dep'’t.: 

Do you know what a pessimist is? A guy who looks both 
ways before crossing a one way street. 

Do you know what the awkward age is? When you’re too old 
for income tax exemption and too young for old age pension. 

Do you know what MAUK is? A sure way to increase your 


income tax. 
* * * 


MAUK Seattle Lumber Co. 


Seattle, Washington 
* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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«— NEW 
“— NEW 
for you! 


Lake Central Airlines 
now serves 17 addi- 
tional cities on a route 
system which extends 
from Chicago to Wash- 
ington, D.C., and Balti- 
more. The next time 
you’re planning a trip, 
ask your local travel 
agent about Lake Cen- 
tral’s new service. 


LAKE 
CENTRAL 
AIRLINES 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
_truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Mo. 
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SCREW ANCHORS and JACK NUTS. 


Write for Free Literature 


MOLLY CORP., Reading, Pa. , 


Pp eeqpea ty 
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A 


the f white cement 


Trinity White is a product of 
General Portland Cement Co. 
as ; Offices: Chicago, Illi- 
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Floor and lighted steps in new KENTILE Mosaic Solid Vinyl 1 
Avocado and White. Beige Wall Base is Vinyl KenCove®...cle 


New profit-maker for you: KENTILE Mosa 





Vs 


N. 


Hundreds of colorful vinyl chips in each tile, s 
rounded by translucent vinyl, give this floor true dim 
sional depth. Featured in Kentile’s National adver 


if Mailed in the United States 


POSTAGE WILL BE PAID BY 


BUILDING MATERIALS MERCHANDISER 


No Postage Stamp Necessary 


ing... biggest in the tile business. And, because ther 


BUSINESS REPLY CARD 


NEW YORK 14, 


a Kentile Distributor near you, delivery’s fast . 
usually within 24 hours. No need to carry big stoc 


For complete information, call your Kentile ® 
Floors Distributor (see the Yellow Pages) K N } I ! j 
or contact the nearest office shown below. 


58 Second Ave., Brooklyn 15, N. Y. « 350 Fifth Ave., New York 1, N. Y. « 3 Penn Center Plaza, Philadelph 
900 Peachtree St., N.E., Atlanta 9, Ga. « 106 West 14th St., Kansas City 5, Mo. « 4532 So. Kolin Ave., Chic 











lid - vane Tile. Color pen n is Santa Sofia. Feature Strips: 
»ve®... cleans easily, never needs painting, is long-wearing. 


osaic Solid Vinyl Tile! 


tile sur- MORE REASONS WHY IT PAYS YOU 
aa TO CARRY KENTILE FLOORS 
ue dimen- ¢ Complete line includes Asphalt 
. Tile, Vinyl Asbestos, Solid Vinyl, 

advertis- Rubber, Cork Tile. 

= oS ¢ Top quality...backed by the fa- 
ise there's mous Kentile guarantee. 
s fast... ¢ Compact display material enables 
: you to sell the entire line with an 
1g stocks! absolute minimum of space. 


BD BROORE 


Philadelphia 2, Penn. ¢ 55 Public Square, Cleveland 13, Ohio 
Ave., Chicago 32, Ill. « 2929 California St., Torrance, Calif, 





